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Sr. Louis, Feb. 7—Waste paper 
is back in the news again, as it was 
during World War II. 

Shortages of this vital raw ma- 
terial already are being felt, and 
some of the organizations and per- 
sonnel active in waste paper col- 
lection during the last war are 
starting to reactivate collection 
machinery once again. 

One organization, Midwest Con- 
sumers of Waste Paper, a group 
of paperboard and paper manufac- 
turers, prepared two waste paper 
campaigns shortly after the out-! 
break of hostilities in Korea. One| 
of these was designed to alert the | 
public to the need for saving waste 
paper, while the other was to be 
used if the shortage became more 
acute. 


gw The first campaign, using the 
theme “Cash for Your Waste 
Paper,” was launched during the 
latter part of August (AA, Sept. 
4). Daily newspapers in 27 metro- 
politan areas with population of 
100,000 or more were used to alert 
the public to the need for waste 
paper, and to point out that waste 
paper once again was a profitable 
item to sell. 

In December the organization 
launched its emergency campaign, 
which called for a $250,000 ex- 
penditure over a three-month per- 
iod. Field staff men reactivated 
wartime telephone exchanges in 
22 large midwestern cities. 

The exchanges, which opened 
Dec. 19, give the public a ready 
means of disposing of waste paper 
they have been saving. By calling 
the local exchange when they have 
a broom-stick-high pile of waste 
paper (100 pounds) or more, 
people can either sell it, or give 
it to a charity of their choice. 


s To publicize the reactivation of 
these telephone exchanges, an ex- 
tensive newspaper campaign is 
being conducted. Ads measuring 
126 lines are running in daily 
newspapers in each of the 22 mid- 
western cities. 

In addition, television spots of 
20-second and one-minute dura- 
tion are being used in Chicago, 
Detroit, Cleveland, St. Louis and 
Milwaukee. Copy urges the public 
(Continued on Page 70) 
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Telegift Plans 
Gift-by-Wire 
Service in May 


New York, Feb. 8—Advertising 
is scheduled to break about May 7 
for a new gifts by wire service 
known as Telegift Inc. Gifts from 
department stores in distant cities 
may be ordered and paid for by 
telegraph through facilities of 3,- 
400 Western Union offices. 

Telegift will use the services of 
Western Union offices to receive 
and forward gift orders to leading 
retail stores, which will deliver the 
gifts to the designated recipients. 
The purchaser of the gift will pay 
only the recognized price of brand 
name articles costing from $4 to 
$40 in such categories as electrical 
appliances, candy, cosmetics, toys, 
books and smokers’ accessories, 
plus the cost of the telegram. 

Retailers are understood to have 
agreed to allow Telegift Inc. a 
15% discount because the business 
developed through Telegift will 
be extra business the stores pre- 
sume they would not have except 
for the Telegift service. 


@ The advertising program, sup- 
ported by an ad budget of $350,- 
000, will be handled by Lewin, 
Williams & Saylor. Because the 
advertising will have to contain 
lists of actual gift merchandise that 
will be available, and because these 
lists have not been completed, it 
may not be possible to meet sched- 
ules set up for magazine advertis- 
ing in May, AA was told. If it is 
found impracticable to use maga- 


| zines, initially, newspaper supple- 


ments will 
nouncements, 


carry the first an- 
probably in four- 


color spreads. 


Reprints of the ads will be used 
in illuminated displays on counters 
in Western Union’s 3,400 offices, 
the telegraph company 


claims, have an estimated daily) 


traffic of 150,000 persons. 


@ Telegift will promote its pro- 
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Harold Wise May 


Elder to Retire; Value 
of His Work, Company’s 
Earnings Emphasized 


New York, Feb. 8—O. J. Elder, 
president of Macfadden Publica- 
tions since 1941, will resign as 
president on April 24, the date of 
the annual stockholders’ meeting. 
In a memo to company employes, 
Mr. Elder, who joined Macfadden 
as assistant advertising manager in 
1903, said he would not stand for 
reelection but that arrangements 
had been made for him to be 
available as a consultant to the 
new officers of the company “who- 
ever they may be” for a period of 
two years from the date of his 
resignation. 

In the meantime, New York 
publishing circles were certain 
that the new president of Mac- 
fadden would be Harold A. Wise, 
who left the company last June 
but retained his seat on the board 
of directors and his financial hold- 
ings in Macfadden. Mr. Wise was 
executive vice-president and gen- 
eral manager when he left the 
company. 


@ Reached at his home at Onan- 
cock, Va., Mr. Wise told AA (1) 
that he cannot confirm the report 
that he will be Macfadden’s new 
president, and (2) that he will 
definitely “reassociate” himself 
with Macfadden in “an important 
capacity in the policy end of the 
business.” 
(Continued on Page 67) 


Co. institutional ad, in the Feb. 12 issue 

of Time, is the first in the company’s 

series of 6 b&w page ads to appear in 

Time and Newsweek this year through 

Calkins & Holden, Carlock, McClinton & 
Smith, Chicago. 


NPA Sets Aside 
Paper Reserve 


for Government 


WasHINGTON, Feb. 8—The gov- 
ernment today gave itself first call 
on 5% to 10% of the nation’s paper, 
but officials of the National Pro- 
duction Authority say no restric- 
tions on the use of paper are in 
sight. 

A set-aside order, M-36, issued 
by NPA this morning, orders U. S. 
mills to reserve a percentage of 
their production each month for 
government orders. 

Portions of the reserve un- 
claimed by the government by the 
tenth day of the month will be 
released to commercial users. 

Meanwhile the House interstate 

(Continued on Page 70) 


Last Minute News Flashes 


Piel Bros. Buys Out Competitor Trommer 


New York, Feb. 9—Piel Bros., 


fixed properties, inventories and good will of one of its major local | 
competitors, John F. Trommer Inc. Purchase includes right to brew and | 


Brooklyn brewer, has bought the 


distribute beer under the Trommer label. Trommer’s was founded in 
1897 and Piel’s in 1883. Each has an annual advertising budget of 
about $1,500,000. Kenyon & Eckhardt services Piel’s account and 
Lennen & Mitchell, Trommer’s. How the purchase will affect the 
advertising setup has not been decided, AA was told. 


Plattes Takes Washburn Post at General Mills 


MINNEAPOLIS, Feb. 9—Cyril W. Plattes, assistant manager since 1947, 
has been named manager of the department of public services of Gen- 
eral Mills, succeeding Abbott Washburn, who has been given a year’s 
leave of absence to serve as executive vice-chairman of Crusade for 


Freedom, organization headed by 


Gen. Lucius D. Clay. He will also 


serve as PR coordinator for the National Committee for a Free Europe, 
which sponsors “Crusade,” and which is headed by C. D. Jackson, 


former publisher of Fortune. 


Networks Go into High Gear Against Inflation 

New York, Feb. 9—The Advertising Council's radio allocation plan 
has taken up an emergency campaign to combat inflation, at the re- 
quest of the Economic Stabilization Agency. Request for council sup- 


port was cleared this week and 


several sponsors had joined the campaign. Daytime and night shows 


by the weekend all networks and 


will carry messages next week, and participation will accelerate on 
both radio and TV all through February. 


| Pepsi's Mackerer Joins Heublein Division 


Hartrorp, Conn., Feb. 9—John C. Mackerer, formerly national sales | 


gram by distributing 5,000,000 per- | promotion manager of Pepsi-Cola Co., has been named national sales 
sonal gift-date booklets. These will manager for the Cock 'n’ Bull ginger beer division of G. F. Heublein 
contain full-color illustrations of & Bro. 


(Continued on Page 67) 


' 


(Additional News Flashes on Page 71) 


Costs 2c Each 


OaKLanp, CAL., Feb. 8—Grocers 
who accept brand promotion cou- 
pon deals are required to bear too 
large a share of the handling ex- 
pense, according to a recent study 
of coupon deals made by Safe- 
way stores. 

The cost of receiving, counting 
and forwarding coupons, Safe- 
way’s study shows, amounts to 2¢ 
per coupon in some areas. Safe- 
way’s cost in all areas averaged 
about 14%¢ per coupon. The cus- 
tomary allowance of 1¢ per cou- 
pon granted by most brand pro- 
moters, the study says, means 
that retailers are likely to be out- 
of-pocket when they accept cou- 
pon deals. 


@ Safeway’s research department 
conducted a time study to deter- 
mine the time and cost of hand- 
ling coupons distributed by brand 
promoters and redeemed by some 
0; the Safeway stores. 

It required 33 seconds per cou- 
pon at the retail stores studied to 
handle the coupons. A similar time 
study at a central office which 
computed and mailed the coupons 
to the brand promoters showed 
an additional time consumption of 
40 seconds per coupon. At the 
wage rates prevailing in the San 
Francisco Bay Area, the total cost 
to the retail stores was 1.5¢ per 
coupon, and at the central office 
0.4¢, making a total cost of 1.9¢ 
per coupon. 


@ Since that time study was made, 
costs have increased, the report 
says, making the present cost of 
coupon-handling a minimum of 2¢ 
per coupon. 
Safeway, in reporting the results 
(Continued on Page 8) 


NPA Lifts Ban on 
New Stations and 
Publishing Plants 


WASHINGTON, Feb. 9—National 
Production Authority today gave 
a green light to new radio and TV 
stations and newspaper and mag- 
azine publishing plants. Other 
commercial construction is per- 
mitted only with specific permis- 
sion of NPA. 

The action is in the form of an 
amendment to M-4, the NPA or- 
der banning nearly all commer- 
cial construction. The amend- 
ment specifies that the restriction 
does not apply to “buildings or 
structures for radio and television 
broadcasting, plants for the pri- 
mary purpose of publishing news- 
papers, and printing establish- 
ments operated by publishing com- 
panies for publication of books 
and periodicals.” 

Today’s action, NPA said, is de- 
signed to assure “the greatest 
possible freedom of operation to 
the nation’s facilities for the com- 
munication of news and educa- 
tional material.” 
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DuMont to Rotate 
Shows Bi-Weekly 
in Pittsburgh 


Asks Advertisers’ Okay 
to Give More Variety 

in One-Station City 
PrirrspurGH, Feb. 8—In an effort 


its viewers to 
many of television's most popular 


to enable see as 


shows as possible—at least part 
of the time—WDTYV, this city’s 
only video station, will introduce 


a program rotation plan 

Viewers who have written in to 
complain that they don’t get a 
chance to watch Jimmie Durante, 
Dave Garroway, George Burns and 
Gracie Allen and Eddie Cantor will 
no doubt applaud the decision 
Rabid fans of Arthur Godfrey, 
“Celebrity Time,” Arlene Francis 


and Ed Sullivan may react just 
the opposite, for it is the time of 
these artists which will be shared 
by the newcomers to the station 

Some nighttime favorites will 
continue to be carried on a weekly 
basis. Among them are the stellar 
attractions WDTV's present 
Tuesday lineup: “Texaco Star 
Theater” (NBC); Drug Store Pro- 
ductions’ “Cavalcade of Bands” 
(DuMont) and Food Store’s “Star 
Time” (DuMont). 


on 


@ Owned and operated by DuMont 
Television Network, WDTV car- 
ries programs of all four networks 
It was one of the first telecasters 
to initiate this policy 

To implement the rotation plan, 


which will have programs alter- 
nating on a bi-weekly basis for 
the most part, the station has 


asked national sponsors and local 
sponsors to give up part of their 
time 

Dr. Allen B. DuMont, who an- 
nounced plans for WDTV'’s latest 
move to please the people, ex- 
plained that programs to be in- 


cluded were selécted from those 
with good rankings on most rating 
lists, excluding murder mysteries 
—a TV fare which is being dished 
out sparingly in Pittsburgh. 

“In New York or Washington 
where people have only to turn 
the dial if they don’t like a sta- 
tion’s choice in talent, we don’t get 
many complaints from viewers,” 
Dr. 
one-station market, we're always 
hearing from one group or another. 
If we carry sports, people who like 
dramatics call up to complain. 
Meanwhile, we hear from other 
fans who think we should devote 
more time to wrestling. 


we “We hope we have hit on the 
fairest way of handling the prob- 
lem,” the telecaster continued. “A 
television station definitely be- 
longs in the class of public do- 
main. We are making a 
One thing is 


television viewers. 


certain: people in this city go for | 


television. They are buying plenty 
of sets.” 


"See! Up here you can see how the Des Moines Sunday 
Register covers a statewide market of 2} million people” 


What a view! Everywhere you look . . . border to border in 
the blessed state of lowa, you see the Des Moines Sunday 


Register. 


Coverage is like that. Actually it covers this state better 
than most papers cover a city. It reaches 75% of all buying 
families. Coverage in 86 out of the 99 counties is 50% to 
100° —at least 25% in the few others. 

These lowa families represent an urban market with re- 
tail sales above Boston, San Francisco or Cleveland, plus 
the nation’s top farm market. Total spending, a grand 5 


billion per year. 


it's easy to see why the Des Moines Sunday Register ranks 
6th among a// Sunday newspapers in general advertising 
linage. Milline rate—a modest $1.77. 


PACKAGES A STATEWIDE URBAN 
MARKET RANKING AMONG 
AMERICA’S TOP 20 CITIES 


ABC CIRCULATION Sept. 30, 1950: 
Daily, 372,133—Sunday, 536,707 


THE DES MOINES REGISTER ann TRIBUNE 


Gardner Cowles, President 


Represented by: 


Osborn, Scolaro, Meeker & Scott—New York, Chicago, Detroit, Philadelphia 


DuMont told AA. “But in a} 


very | 
sincere effort to please Pittsburgh 


IT’S A PLEASURE—Frank Verbest, president of Blatz Brewing Co. (left), and William 
H. Weintraub, president of the advertising agency bearing his name, look pleased 


following announcement of Blatz’ signing of the TV version of 


Amos ‘n’ Andy,” to 


start early this summer over CBS-TV. The scene is Schenley Industries’ convention 
in New York. 


Dr. DuMont suggested that if 
the WDTV plan proves effective 
it may well be emulated by other 
telecasters with the same dilemma. 
There are 40 one-station markets 
in TV. 

Asked how advertisers and 
agencies were reacting to WDTV’s 
proposal for sharing its time, Dr. 
DuMont said: “Those who are be- 
ing asked to go from once a week 
to every other week, aren't happy; 
those who aren't on at al] and are 
being given a chance to get into 
Pittsburgh, are.” He added that 
most of them are expected to go 
along with the station. 


@ Programs to be added to the 
Sunday night schedule on an aitcr- 
nating basis include: “Leave It to 
the Girls” (Regent, NBC); “Henry 


Aldrich” (General Foods, NBC); 
“Colgate Comedy Hour” (NBC) 
and “Garroway at Large” (Congo- 


leum-Nairn). They will rotate with 
the present lineup now heard at 
the same time: Paul Whiteman 
(Goodyear, ABC); “This Is Show 


Business” (Lucky Strike, CBS); 
“Toast of the Town” (Lincoln- 
Mercury, CBS) and “Celebrity 


Time” (Goodrich, CBS). 

The “Four Star Revue” (Motor- 
ola, Norge, Pet Milk, NBC) will be 
carried once a month when Jimmie 
Durante is starred. Half of this 
time will come from a locally 
sponsored program and half from 
“Godfrey & His Friends” (CBS). 


Nor is DuMont playing favorites 
with its own network advertisers 
On Friday “We The People” (Gulf 
Oil, NBC) and “Ford Theater” 
(CBS) are to be added to the 
schedule. They will alternate with 
two DuMont programs—Art Baker 
(Rosefield Packing) and “Hands 
Of Mystery” (Bond Clothes). 


Two Appoint Alport Agency 
Western Waxed Paper division 
of Crown Zellerbach Corp., San 
Leandro, Cal., has appointed Al- 
port & O'Rourke, San Francisco, 
to handle special promotion of 
frozen food wrappers. Trade pub- 
lications and direct mail will be 
used. The agency also has been ap- 
pointed by West Coast Chemicals 
& Solvents Corp.’s subsidiary, Lac 
Chemicals Inc., Culver City, Cal., 


for a special promotion § using 
chemical publications and direct 
mail. 


BBDO Appoints Case 

George Case, formerly radio-TV 
writer for the New York World- 
Telegram & Sun, has joined the 
publicity department of Batten, 
Barton, Durstine & Osborn, New 
York, to handle radio-video pub- 
licity for Lucky Strike. 


Hitchiner Appoints Graham 
Hitchiner Mfg. Co., Manchester, 
. H., and West Hartford, Conn., 
manufacturer of precision invest- 
ment castings, has appointed Hugh 
H. Graham & Associates, New Bri- 
tain, Conn., as its agency. 


Z 


Published by 


AMERICAN MEDICAL ASSOCIATION 


Preselling your product through effective advertising is the first 


step toward sales — 
NEXT—WMake it easy to buy 


TODAY'S HEALTH identifying emblem makes it easy to “spot” 
your merchandise. IDENTIFIES your goods at the Point-of-Purchase. 


TODAY'S HEALTH Advertising and Merchandising service is pre- 
pared to help you sell, A request will bring complete details, 


TODAY'S HEALTH 
SEC. 1 


535 NORTH DEARBORN ST., CHICAGO 10, ILL. 
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reatesl 
drama 


of all lime 


the players are diplomats at Lake Success, 


G.1.’s in Korea, generals in the Kremlin 


and civilian defense workers in New York. 


the authors are Senators on Capitol Hill. 


correspondents in Hong Kong and reporters 


fling copy with Pravda, the London Times, 


the Emporia (Kan.) Gazette. 


the producers have addresses in Washington, 


in Peiping, in Moscow, in Paris. 


NEW YORK 


the greatest drama of all time unfolds in 


minute-by-minute installments...and only radio reports 


each epoch-making development as it happens. The people of 


Imerica look first to radio newscasts to follow the most 


important events of all time... the news of the 1950's. 


If vou are looking for the most valuable franchise in advertising, 


start planning now for a schedule of SPOT NEWSCASTS 
in your major marketing areas. A good place 
to begin is on one or more of the nation’s 


leading stations represented by 


NBC Spot Sales 


CHICAGO 


CLEVELAND 


SAN FRANCISCO 


HOLLYWOOD 


| WNBC 
WMAQ Chicago 
WAM Cleveland 


WOY 


WRE 
KOA 
| KNBC 


Ne “ York 


Schenectady 


Albany — Troy 
Washington 
Denver 


San Francisco 
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California Wine and Grape Industry 
Up in Arms over Proposed Tax Boost 


San Francisco, Feb. 8—Screams 
of “discrimination” sounded from 
the California wine and grape in- 
dustry this week following Secre- 
tary of the Treasury Snyder's rec- 
ommendation for 150% to 233% 
increases in excise taxes on wine. 

The entire industry was in a 
state of “profound shock.” 

J. K. Herbert, president of Roma 


Wine Co. and vice-president of the 
California Wine Institute, declared 
that passage by Congress of the 
proposed new taxes would be “the 
worst blow to the wine industry 
since prohibition.” 


American grape industry. 


He said the proposed taxes dis-/| erages. 


criminate against wine in favor of | 
beer and whisky. 


Grapes already bear federal 


ager of the Wine InStitute and sec-| rives from his crop,” Mr. Caddow 
retary of the Wine Conference of| said. The proposed increases would 
America, said the recommended| make the federal tax $80 to $120 a 
tax boosts would destroy the) ton in total, he said, “many times 
| greater than on any other farm 
Caddow declared the in- commodity, in addition to which 
creases proposed for wine range there 
from one and one-half to seven equivalent to $22.50 a ton.” 
times as much as the proportionate 

proposals for other alcoholic bev- Rogers Agency Names Brooks 
William K. Brooks, copywriter 
taxes equal to $24 to $48 a ton, “as why my ath. -y h ‘a 


H. A. Caddow, secretary-mana-! much or more than the farmer de- rector of the agency. 


are average state taxes 
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=e Confidence 


The Advertising Typographers Association 
of America has some unusual ideas about 
SERVICE. Its members, being experts in 
typography and specialists in all things per- 
taining to type, have a great deal to offer 
advertisers over and above the mere doing 
of a job. Besides instituting a constant 
search for means of reducing costs, they 
are concerned with ways of improving ap- 
pearance and effectiveness, of relieving pro- 
duction departments of various chores, of 
desiring to be helpful in every way possible. 
This is-there-anything-else-I-can-do attitude 
inspires confidence. 

Many advertisers have been with ATA 
firms for more than a quarter of a century. 
Others in business for a lesser period have 
been ATA clients since they hung out their 
shingle. Confidence that ATA will try for 
perfection in any job, large or small, ac- 
counts for the remarkably low turnover in 
ATA customers. Once an advertiser knows 
what ATA service is, he hangs on. 

So closely do ATA firms work with cus- 
tomers in planning and executing the type 
elements of a campaign that many adver- 
tisers have come to look upon ATA as an 
actual part of their organization. Only con- 
fidence, mutual interest and high regard 
can produce such a unique relationship. 


Advertising Typographers Association 


of America. Ine. 


Executive Offices: 461 EIGHTH AVENUE, NEW YORK CITY 


ALBERT ABRAHAMS, Executive Secretary 


The best way to prove to yourself that 
this unusual service is really true is to try 
it. Your nearest ATA member will be glad 
to discuss your type problems with you. It 
will cost you nothing to learn what a val- 


uable ally ATA can be. 
Send today for the ATA Hand Book 


The Advertising Typographers Association of Amer- 
ica have issued a case bound book, 72 pages and 
cover, 82 x 11, covering The Mechanics of Typog- 
raphy —Layouts—Photo Engraving—Electrotyping 
—a complete treatise and comprehensive text book 
on these subjects. Send $2.50 to Albert Abrahams, 
Secretary, Advertising Typographers Association 
of America, Inc., 461 Eighth Avenue, New York 


City, for your copy. 


mM 


Advertising Typographers Association 


of America, Inc. 


AKRON, O. 
The Akron Typesetting Co. 
ATLANTA, GA. 
Higgins-McArthur Company 
BALTIMORE, MD. 
The Maran Printing Co. 
BOSTON, MASS. 
The Berkeley Press 
H. G. McMennamin 
BUFFALO, N. Y. 
Axel Edw. Sahlin Typographic 
Service 

CHICAGO, ILL. 

. M. Bundscho, Inc. 

he Faithorn Corp. 
Hayes-Lochner, Inc. 
Runkle-Thompson-Kovats, Inc. 
Frederic Ryder Company 
CINCINNATI, O. 
The J. W. Ford Company 
CLEVELAND, O. 

Bohme & Blinkmann, Inc. 
Schlick-Barner-Hayden, Inc. 
Skelly Typesetting Co., Inc. 
COLUMBUS, O. 

Yaeger Typesetting Co., Inc. 
DALLAS, TEX. 
Jagegars-Chiles-Stovall, Inc. 
DAYTON, O. 

Dayton Typographic Service 
DENVER, COLO. 
The A. B. Hirschfeld Press 
DETROIT, MICH. 
The Thomas P. Henry Co. 
Fred C. Morneau Co. 
George Willens & Co. 
INDIANAPOUS, IND. 


The Typographic Service Co., Inc. 


KALAMAZOO, MICH. 
Claire J. Mahoney 

LOS ANGELES, CAL. 
Morneau Typographers 
LOUISVILLE, KY. 

The J. W. Ford Company 
MILWAUKEE, WIS. 

Arrow Press 

George F. Wamser, Typographer 
MINNEAPOLIS, MINN. 
Duragraph, Inc. 


NEW YORK, N. Y. 

Ad Service Company 

Advertising Agencies’ Service 
Co., Inc. 

Advertising Composition, Inc. 

Artintype, Inc. 

Associated Typographers, Inc. 

Adcas LY ag rvice, Inc. 

Central Zone Press, Inc. 

The Composing Room, Inc. 

Composition Service, Inc. 

Diamant Typographic Service, Inc. 

A. T. Edwards Typography, Inc. 

Empire State Craftsmen, Inc. 

Graphic Arts Typographers, Inc. 

Huxley House 

Imperial Ad Service | 

King Typographic Service Corp. 

Lino-Craft Typogtaphers, Inc. 

Master Typo Company 

Morrell & McDermott, Inc. 

Chris F. Olsen, Inc. 

Frederic Nelson Phillips, Inc. 

Philmac Typographers, Inc. 

Royal Typographers, Inc. 

Frederick W. Schmidr, Inc. 

Harry Silverstein, Inc. 

Supreme Ad Service, Inc. 

Tri-Arts Press, Inc. 

Typographic Craftsmen, Inc. 

Typographic Designers, Inc. 

The Typographic Service Co. 

Vanderbilt-Jackson 
Typography, Inc. 

Kurt H. Volk, Inc. 

NEWARK, N. J. 

Barton Press 

William Patrick Co., Inc. 

PHILADELPHIA, PA. 

Walter T. Armstrong, Inc. 

Alfred J. Jordan, Inc. 

John C. Meyer & Son 

Progressive Composition Co. 

Typographic Service, Inc. 

PORTLAND, ORE. 

Paul O. Giesey 

ST. LOUIS, MO. 

Brendel Typographic Service 

Warwick Typographers, Inc. 

SAN FRANCISCO, CAL. 

Reardon & Krebs, Inc. 

SEATTLE, WASH. 

Martin & Pettitt, Inc. 

Frank McCaffrey's Acme Press 
of Seattle 
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Newspaper Reps and 
Guests Give Papers 
Low Gallup Rating 


New York, Feb. 8—There’s lots 
of room for improvement in pres- 
ent-day newspapers. 

That’s the bedrock result of an 
informal and more or less casual 
poll of 120 newspaper representa- 
tives, agency executives and re- 
searchers who attended a recent 
luncheon of the New York chapter 
of the American Assn. of Newspa- 
per Representatives. 

The poll was taken by Dr. 
George Gallup after he made a 
speech in which he lauded news- 
papers for being able to sell na- 
tionally advertised products despite 
the poor copy often prepared for 
such ads by agencies(AA, Jan. 22). 
Results of the poll were announced 
at a chapter luncheon today. 


e Dr. Gallup asked the represent- 
atives and a small number of agen- 
cy and research people to rate 
newspapers with a scale running 
from zero to 100 on nine different 
points, including coverage of basic 
interests, typography, treatment of 
national and foreign news, and 
quality of national advertising. 

Dr. Gallup reported the repre- 
sentatives as giving “only 62” as 
an average over-all rating of the 
nine points. Agency executives 
gave an over-all rating of 52 and, 
“perhaps because of their natural 
perversity,” researchers gave an 
average score of 46. 


|@ A “low score” was given by the 

diners to the quality of national 
advertising. Representatives gave 
it 61, agency execs 43 and re- 
searchers 44. 

“This is both comforting and 
encouraging,” said Dr. Gallup. “If 
| papers have been able to compete 
as well as they have with national 
advertising copy which fails in 
|many respects to capitalize on the 
advantages which newspapers 
have to offer, then the future 
| should hold little threat. 


ae “My views on the quality of 
!national advertising,” he added, 
| “seem to be shared by the adver- 
|tising agency executives present. 
| Their rating of 43 is the lowest 
they gave to any of the nine 
points.” 

Dr. Gallup viewed the low 
scores in the poll as offering room 
for newspaper improvement and 
an “opportunity to move for- 
ward.” He reiterated that news- 
paper representatives “should take 
the initiative in organizing the 
| talents of the profession for re- 
| search and experimental projects.” 


DO YOUR FOOD CLIENTS 
NEED A BROKER IN 
THE SOUTHWEST 
OR LOS ANGELES? 


We have a 40 year old sales and mer- 
|| chandising organization serving: South 
ern California, Arizona, New Mexico 
and El Paso, Texas and tributary ter- 
ritory. 


| 

Offices located: 

|| Los Angeles, Calif. £1 Paso, Texas 
|] San Diego, Calif. Tucson, Arizona 


Phoenix, Arizona Albuquerque, N. M. 


We have a “Blue Ribbon” list of ac- 
counts, any of whom we are glad to 
give as reference. We are in a position 
to expand our 21 man sales staff, if 
necessary, and represent one or two 
more good accounts to the chains, job- 
bers and independent retailers in our 
territory. We do a selling job at the 
retail level 


Please write for full details. 


THE GOULEY BURCHAM CO. 


1855 Industrial Street, . AA 
Los Angeles 21, Calif. 
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This sales report tells 
practically the entire story... 


@ A seven-week campaign (one 20” ad a week), run exclusively 
in THE MIRROR, Los Angeles, brought The Shaw Construction 
Company, of Downey, California, approximately $1,121,000 
from the sale of 118 houses. 


@ We'd like to repeat a few phrases from Mr. Shaw’s letter: 
“. . . lowest per unit cost in my 25 years experience with 


metropolitan newspapers.” 
“. . . @ real success story.” 


wien “. . . Lattribute this solely . . . to the effective pulling 
a e power of THE MIRROR.” 


« 2 
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ies @ After just 29 short months of publication, that’s the story of 


rola L. Show , rte THE MIRROR— 
ie f Low per unit cost—quick results—a young, responsive, 
. buying audience! 


é eis/ie 

@ Daily, more and more advertisers, both local and national, 
are realizing that THE MIRROR is an increasingly important 
sales factor in the great Los Angeles market. 


@ Yes, it’s an established fact now— 
THE MIRROR really “sells the stuff’! 


*By “exclusive” we mean just that— 


<< THE 
Represented by O’Mara & Ormshee, Inc. Kod Angeled 
® New York © Chicago © Detroit © San Francisco 
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Automotive News 


Almanac Advertising 
for ‘51 
Sure to Reach New Heights 


UP AND UP goes the annual Automotive News 

Almanac in the estimation of the automotive field’s 

media buyers. They're realizing its potency for year- 

round selling to the Decision Men of America’s 
1 industry. 


HERE ARE THREE GOOD REASONS: 
ALMANAC is the standard source of complete, 


authentic industry information. 


ALMANAC is referred to all year long for sta- 
tistics, charts, graphs, and historical data. 


ALMANAC is a buyer's guide. 


More and more media buyers are relying on the 
ALMANAC to do a year-round selling job to the more 
than 39,000 men who make the buying decisions in 
the factories and dealerships. 


Reserve Space Now! 
AUTOMOTIVE NEWS ALMANAC FOR ‘51 
Issued April 30, 1951. First forms close March 15. 


THE WEEKLY NEWSPAPER OF AMERICA'S NO. 1 INDUSTRY 


Automotive News 
@ 


DETROIT 26, MICHIGAN 


PENOBSCOT BUILDING e 


ADVERTISING OFFICES: 


NEW YORK: Edward Kruspak, 51 East 42nd Street, Murray Hill 7-6871 
LOS ANGELES: R. H. Deibler, 2506 West 8th Street, Dunkirk 3-0303 
CHICAGO: J. Goldstein, 360 North Michigan, State 2-6273 


SS. 
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DETROIT: Dick Webber, Penobscot Bldg., WO. 3-0495 


Advertising Age, February 12, 1951 


Swish, Bubbly Mouthwash, Bows 
in N .Y.; Attacks Decay, Bad Breath 


BROOKLYN, N. Y., Feb. 5—Baray 
Pharmacal Co. has started a three- 
month drive to introduce New 
Yorkers to Swish, a new efferves- 
cent mouthwash that “retards 
tooth decay ...instantly stops bad 
breath...and gives 83% clearance 
of mouth bacteria.” 

Baray is using a total of 130 
fractional to full-page ads in the 
Daily News, Mirror and Post: a No. 
50 showing of car cards in all sub- 
ways and a 25 showing in all 
buses. Beginning Feb. 15, it will 
distribute 20,000,009 match books 
telling the Swish story, and on Feb 
20 it will begin a twice-weekly 
afternoon fashion show on TV Sta- 
tion WPIX. 

Howard Reiffel, president of Ba- 
ray (which also markets Chlora- 
Breath, a mouth refresher), told 
AA that New York was picked for 
the introduction of Swish “be- 
cause in a smaller city we wouldn't 
have as big a chance to build 
prestige in a hurry.” He said every 


;drug store in New York has re- 


ceived an introductory display box 
of Swish and that 95% of the stores 
are now distributing the tablets, 
including the Rexall, Walgreen 
and Whelan chains. Swish retails 
at 15¢ for 20 tablets. (A home 
economy size will be ready by 
March, Mr. Reiffel said, and will 


| probably sell at 49¢ for 100 tab- 


lets.) 


e Mr. Reiffel said Swish will go 
national in April or earlier. At 
that time it will use a list of maga- 
zines and a nighttime network ra- 
dio program. The Baray agency, 
Olian Advertising Co. of Ch cago, 
is now compiling the list of maga- 
zines to be used and is looking at 
a number of radio programs, Mr 
Reiffel said. 

The decision to market Swish, 
he continued, was made after four 
area tests and a consumer panel 
test had been run. About 250 per- 
sons were in each of the area tests 
and 100 people in the panel. He 


said the latter test indicated a} 


preference for Swish—which has 
“a clean, cool, menthol taste”—of 


better than 90% over leading! 


mouthwashes now on the mar- 
ket. 


| 
e A full-page ad for Swish in to- 


day's Mirror leans heavily on a 
Reader's Digest article of last July 


which reported that a Northwest- | 
ern University experiment in-| 
dicated that tooth decay could be | 
reduced 50% to 60% by brushing | 


or rinsing the teeth right after eat- 
ing—with a dentifrice or even 
plain water. 

The ad says the Digest recom- 
mended (1) that the teeth be 
brushed night and morning and 
immediately after meals with a 
dentifrice or water, and (2) that 
at other times after eating or In- 
dulging in candy or soft drinks, 
the consumer take a drink of water 
and swish it around in the mouth 
a few moments, thus allowing the 
water to dissolve most of the sugar 
remaining in the mouth and wash- 
ing away the acid that may have 
formed 


@ The Swish ad then points out 
“Swish quickly washes away 
the acids which produce tooth de- 
cay, in the manner described in 
the Reader's Digest...and pro- 
vides you with the most widely 
and professionally accepted agent 
for helping to retard tooth decay, 
dibasic ammonium phosphate 
“Swish contains chlorophyll— 
newly discovered to have amazing 
deodorant qualities—and stated by 
Reader's Digest (August, 1950, is- 
sue) to grant chemical security 
against mouth and body odors... 
“As another plus value, Swish 
jis the most convenient and inex- 


New Amazing S.4 Retards Tooth Decay 
and Stops B.B. (ted Breath) 
READER'S DIGEST JULY ISSUE LEAD STORY 
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EFFERVESCENT—Baray Pharmacal’s Swish 

mouthwash is promoted to New Yorkers 

with ads like this full page in the Mirror 
last Monday. 


pensive mouth wash and antiseptic 
known... 

“We can wholeheartedly report 
to you that Swish is the greatest 
single advance in the form of 
tooth, mouth and throat antiseptics 
which has ti iken place in the last 
50 years 


CCNY Sets Ad Symposium 
A series of six symposium dis- 
cussions on “Today Looks at 
Tomorrow's Advertising” has been 
scheduled by the advertising divi- 
sion of the City College School of 
Business & Civic Administration, 
New York. Held from Feb. 15 to 
March 8, the first symposium will 
be at 5 p.m. in room 1220 of the 
school, 17 Lexington Ave. Admis- 
sion is free. First speaker is George 
Miller, vice-president, R. T 
O'Connell Co., who will discuss 
“Copy, the core of advertising.” 


Open Pasco-Nair Agency 

Samuel Pasco and Merwin Nair 
have opened the Pasco-Nair Ad- 
vertising Agency at 42 Asylum St., 
Hartford, Conn 


Battey Joins Biow Co. 

John Battey, formerly with the 
Julian Gross Agency, has joined 
the Biow Co., New York, as a time 
buyer in the media department 


Brady Names Thomas V. P. 
Allan Thomas, art director of 
Richard H. Brady Co., Stevens 
Point, Wis has been named a 
vice-president of the agency 


Windows — 
“The Thing” 
Today’s Building 


@ Full length windows for bath 


rooms windows you can 


pull, push, wind, slide, or just 
press a button. Don't miss PB’s 
interesting 35-page monograph 
on windows of our day. Pages 
32-66. 


“PRACTICAL 
BUILDER” 
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In good Comics 
Magazines, adventure, 
action, and mystery 
dramatize a wealth 

of information . . . 
condition young 
minds to the realities 
of everyday living... 


increase their under- 
standing of science, 
people, literature, 
history, politics... 


help give junior’s 1.Q. 
a hypo, and add 
another dimension 

to his education. 


Represented by 
Richard A. Feldon & Co., Inc. 
205 East 42nd Street 
New York 18, N.Y. 


CHICAGO LOS ANGELES 
SAN FRANCISCO PORTLAND 
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Gillett Leaves Y&R 

Roland (Bill) Gillett has re- 
signed as vice-president in charge 
of radio and television production 


for Young & Rubicam, New York. 
He has not yet announced his 
future plans nor is it known yet 
if Y&R will name another vice- 
president for radio and TV pro- 
duction. 


Bock Resigns NBC Post 
Harold J. Bock has resigned as 
director of talent relations for Na- 


tional Broadcasting Co., Hollywood 
He had been with the network for 
the past 17 years 

When you Remember 
need 


WM. F. RUPERT 


Compiler of NATIONAL 
RECENT BIRTH LISTS EXCLUSIVELY 
BIRTH for over 55 years 


90 Fifth Ave., New York 11 
OR 5-3523 
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Safeway Stores’ Cost of Coupon Handling 
Amounts to 2¢ Each, Chain’s Study Shows 


(Continued from Page 1) 

of this survey to its operating di- 
visions, points out that “the re- 
search study gives concrete evi- 
dence that the extra work in hand- 
ling brand promoters’ coupons 
is not inconsiderable and empha- 
sizes the desirability of not enter- 
ing into coupon deals unless ade- 
quate compensation is offered.” 


KELLOGG BOOST MAY 
RAISE COUPON PAYMENTS 
New York, Feb. 8—Grocers gen- 


check here. 

Kellogg Co. is now paying 2¢ 
to Pacific Coast dealers, and is con- 
sidering doing the same in other 
parts of the country. Other large 
national] distributors that use cou- 
pons are understood to have var- 
ious plans under consideration for 
better dealer allowances. 

In view of Kellogg’s action, it 
is believed that others will an- 
/hounce new allowances at any 
time. 


| @ Dealers in many instances feel 


erally are finding it increasingly | that they have been victimized to 


difficult to handle coupon deals|a large extent by 


coupon pro- 


economically, and are pressuring| moters. Many of them were not 


brand promotion managers 
handling allowances of 2¢ per 
coupon, AA learned in a quick 


for; paid anything for handling cou- 


pons until about 1945. Since then, 


| they say, they have had all the 


Advertising Age, February 12, 1951 


headaches and have borne most| 
of the handling costs. 

While apparently there is no! 
organized movement for higher | 
allowances, sentiment among re-| 
tailers, both chain and indepen- | 
dents, is clearly against coupon) 
deals unless the retailer is given 
a better break on allowances. 

The survey made by Safeway is 
regarded here as a much-needed 
lever to “lift the lid.” 


VIKING ORIGINATES 
NOVEL COUPON DEAL 
CLEVELAND, Feb. 8—Viking Air 
Conditioning Corp. has been able 
to substantially increase advertis- 
ing allowances to dealers on its 
window fans by the use of a cou- 
pon redeemable by dealers toward 
local cooperative advertising. 
Instead of a costly and time-con- 
suming bookkeeping system to) 


Right in the heart of “the Loop”, the area occupied 
by the Traffic Service Corporation comprises 9,500 
square feet. Our new quarters are in harmony with 
the complete remodeling of this famous Chicago 
landmark, the old Boston Store. The new Traffic 
Service offices are modern, spacious—functionally 
designed with many new innovations in 
decorating and lighting for more efficient operation. 


With Chicago as the center of transportation in 
the United States, as well as the entire world, this 
new location will materially help to promote 
better service through Traffic World, Traffic 
Bulletin, Transportation Supply News, 

and the College of Advanced Traffic. 


THE 


TRAFFIC SERVICE 
CORPORATION 


CHICAGO 2—22 West Madison St., Phone: Financial 6-0012 


General Office 
WASHINGTON 5, D. C.—815 Washington Bidg., Sterling 7325 


East 42nd Street, ORegon 9-3188 
agi 4 ~ Pate 


NEW YORK 17-122 


Chicago headquarters for traffic-trans- 
portation management publishing and 
education are now in a new, enlarged 
office in the State-Madison Building. 


For 44 years, the Traffic Service Cor- 
poration has been devoted exclusive- 
ly to traffic-transportation manage- 
ment publishing and education. 
There is no other publishing-educa- 
tion institution like it. That’s why it 
isknownas‘ America’s headquarters 
for traffic-transportation manage- 
ment publishing and education”. 


| 
| 


rters 


Since 1907 


| if 


keep track of advertising credits 
and debits, the company attaches 
a coupon, one for each fan, to the 
invoice for fans going to the dis- 
tributor. 

When rebilling to the dealer, 
the distributor attaches the coupon 
to the dealer invoice on the same 


| besis. Such a procedure saves the 


distributor time and money since 
he does not have to set up individ- 
ual cooperative advertising ac- 
counts for each dealer. 


@ The coupons, called Vadnits 
(Viking ADvertising uNITS), are 
worth $3 each toward regular 50- 
50 dealer-manufacturer coopera- 
tive ads. 

To redeem the coupons, the deal- 
er bills Viking for 50% of his 
local advertising, and attaches to 
his invoice a tear sheet, together 
with media invoices showing the 
amount he has paid. 

Viking pays the dealer up to 
one-half the space (or time) cost 
the dealer attaches Vadnits 
to or exceeding one-half 
this cost. Coupons totaling less 
than one-half the cost are re- 
deemed at face value. 

Viking believes that the Vadnit 
system is sufficiently flexible to 
adapt to any variation of cooper- 
ative advertising that might de- 
velop. 


FCC Asks High Court 
to Lift Judges’ Ban 
on CBS Color Video 


WASHINGTON, Feb. 8—The Fed- 
eral Communications Commission 
asked the Supreme Court today 
to lift the ban which the three- 
judge federal court in Chicago 
placed on an order authorizing 
commercial broadcasting of CBS 
color television. 

In a motion filed with the court, 
FCC said that “there are no sub- 
stantial issues” in the complaint 
which RCA filed against the com- 
mission's decision. 

RCA is expected to recite its 
objections to FCC's color decision, 
and ask the Supreme Court to 
hold oral argument 


equal 


Pabst Sales Names Fraser 

Forrest L. Fraser, formerly di- 
rector of grocery merchandising for 
Kroger Co., has been named to the 
newly created position of execu- 
tive vice-president of Pabst Sales 
Co., Chicago, effective about April 
& 


LEADERSHIP 
READERSHIP 


In Florida's Fastest Growing 
Market. 


In 1950, the St. Petersburg 
TIMES carried 21,895,699 
lines of advertising. 1,317,197 
lines promoted the sale of 
food. 


On January 28th, TIMES cir- 
culation reached 62,576 . . . 
an ALL TIME HIGH in the his- 
tory of this paper. 


December, 1950, circulation 
shows a GAIN of 61% over 
December, 1945. PROOF, 
AGAIN, that the TIMES is the 
advertising business paper of 


ST. PETERSBURG - FLORIDA 


~ TIMES ~~ 


Represented by 
Theis & Simpson Co., Inc. 
New York + Detroit - Chicago + Atlanta 
Vv. J. Ob . ar. in Jack ille, Fla. 
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SOAP SE 


A Bang-Up Good FORMULA 


Advertising was no problem to the inquisitive Oriental who mixed sul- 
phur, saltpeter and charcoal to produce one of the first industrial 
chemical compounds. 


Today, however, the huge chemical industry recognizes advertising 
as an important ingredient of the success formula. Business Week car- 
ries more of this advertising than any other general business or news 
magazine. 

REASON: Business Week is read by a highly concentrated group of 
executives who make or influence buying decisions for their firms. 
They are Management-Men, who get Business Week by subscription 
only. 


RESULT: The advertiser's dollar invested in Business Week goes fur- 
ther... produces more... because Business 
Week's readers are live prospects... buyers. 
No question about it— 
YOU ADVERTISE IN BUSINESS WEEK 
WHEN YOU WANT TO INFLUENCE 


MANAGEMENT-MEN 


Chomical Advertisers” 
in Business Week 


Air Reduction Sales Company 
Aluminum Compony of America 
Chemicals Division 
American Chemical Paint Co 
American Cyanamid Company 
Atlantic Refining Company 
Atlantic Petroleum Chemicals 
Atlas Powder Company 
Celanese Corporation of America 
Davison Chemical Corporation 
Dearborn Chemical Company 
Diamond Alkali Company 
Distillation Products Industries 
Division of Eastman Kodak 
Company 
Dow Chemical Company 
DuPont de Nemours, 
E & Co., Inc 
Food Machinery & Chemical Corp 
Westvaco Chemical Division 
General Aniline & Film Corp 


Source: Publushers’ lnformatoor 


General Electric Company 
Chemical Division 
Hercules Powder Company 
International Minerals 
& Chemical Corporation 
Mathieson Chemical Corp 
Monsanto Chemical Company 
Nox Rust Chemical Company 
Pennsylvania Salt 
Manufacturing Company 
Phillips Petroleum Company 
Phillips Chemical Company 
Pittsburgh Coke & 
Chemical Corporation 
Tennessee Products & 
Chemical Corporation 
Union Carbide & 
Carbon Corporction 
U. S. Rubber Company (Nougo 
tuck Chemical Division 
The Visking Corporation 
Wyandotte Chemical Corp 


Karean Analyaas 


A McGRAW-HILL 


PUBLICATION 
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Ww Agency men, recently reporting on the subject of test 
SS markets, pointed out the advantage of markets where 
: industry is diversified. (These same experts recom- 
et mended South Bend highly for many reasons.) In di- 
re versification, South Bend is ideal. [t offers the safety of 
; pl a number of important industries machine 
‘ Yo tool, home appliance, agricultural implement and others. 
Besides which, South Bend is the center of a rich farm- 
ing district... You cant miss in South Bend! 


automotive, 


: a 
. & b a 
une on BEND, 
IND. 
STORY, BROOKS & FINLEY, INC. - NATIONAL REPRESENTATIVES 
“~f 
= .. ed 
oF faq 
a eed ; 


| 26.25 


Advertising Age, 


February 12, 1951 


Employe Communications 


How to Win Friends Among Your Workers 


By Roserr Newcoms and Marc SAMMONS 


No Soft Way Out 
e@ THE MOBILIZATION machine 
slowly gathers speed. It has more 
accessories than it requires, and a 
desperate need of oil to ease the 
squeaks. In the heightened fever 
of the times you may expect to see, 
and do, the campaigns to preserve 
our freedoms become more fierce. 
The busy industrialist may buy his 
morale his syndicated 
booklets (with or without his com- 
pany’s name imprinted) and sim- 
ilar literature at so much per em- 
ploye. That, of course, takes care 
of everything 
Few will deny 
purpose behind these campaigns, 
and most will concur with the 
patriotic viewpoints of the text. 
But the authors of this department, 


posters, 


the sincerity of 


dvertising Up 


| for March! 


| Advertising linage for the March, 1951 ESQUIRE 

is up 26.2% over the March issue of last year — 
ip the 7th consecutive issue to show an advertis- 
» ing gain over the corresponding issue of the 


year preceding. 

: And ESQUIRE circulation also continues to 
t climb! The March ESQUIRE is the 45th con- 
secutive issue to show a circulation increase 
over the same issue of the year preceding. 


who professionally are consultants 
to management in the field of em- 
ployer-employe communication, 
believe that the people who should 
get working mad first and fore- 
most are the men of industrial 
management. It is in their back 
yards where the seeds of discon- 
tent are sown, while management 
looks out the front window. All 
the syndicated free enterprise ma- 
terials in the world will not, by 
themselves, keep the seeds from 
flowering 


e@ It is the pitiable belief of some 
mass communications craftsmen 
that communism in this country 
can be stamped out simply by ex- 
posure. It can't be. They have the 
notion that the party has organized 
membership drives, working open- 
ly to enlist the gullible. It doesn't. 
The communist organizer doesn't 
talk communism; he talks reform 
He doesn't clamor for change; he 
suggests improvement. He does not 
cite the grandeurs of the Soviet 
system; he subtly derides the 
American way of life in terms of 
his listener's own plant experi- 
ence 

The mass communications copy- 
writers are tangling with experts 
Their research might more profit- 
ably be not in the cloistered 
comfort of the publie libraries, 
but in the thing arenas of 
dustrial unrest and uncertainty 


done, 


see In- 


To 


provide the answers, they should 
know the questions. To outsmart 
the enemy, they should know his 


method 


e@ The authors of this depariment 
spend more than 50% of their time 
in the mines, mills and factories of 
this country, and this has been so 
for many vears. To know the minds 
of working people, vou can do it in 
no other way. What and 
hear is not altogether pleasant, and 
where the communists are at work 
you notice the fresh tracks 

These pinkos are not basically 
concerned with the destruction of 
America. They are concerned pri- 
marily with the softening of the 
morale of the employe; if they ac- 
complish that, the destruction of 
America will take care of itself 

American industry looks to the 


vou see 


great, grave menaces from across 
the seas, and it should. But it 
should not blind itself to the day- 
by-day softening of will that is 
taking place in American factories, 
right under management's very 
nose. It is management's happy 
solution to buy its way out of trou- 


ble with printed panaceas and stay 
in the office where it’s warm. The 
big trouble with that is that the 
workers for communism don't ob- 
ject to the cold 


Graflex to Publicize 
Photo Contest Winners 


Graflex Inc., Rochester, 
will award 62 prizes 
$5,000 to winners in 
Graflex photo contest, and will 
have a year-long publicity cam- 
paign through fan books, general 
magazines, newspapers, camera 
clubs, department stores and photo 


N. Y., 
totaling 
the 1950 


dealers. Cecil & Presbrey, New 
York, is the Graflex agency. 
Prints of the winning pictures 
will be released March 18 to 
magazines, news services and 
general periodicals. Plans for 


special promotions including tele- 
vision shows are under consider- 
ation. No media advertising plans 
in connection with the contest 
have been announced as yet. 


Biow Gets Beer Account 

Terre Haute Brewing Co., Terre 
Haute, Ind., has appointed Biow 
Co., New York, as its advertising 
agency. Pollyea Inc., Terre Haute, 


formerly handled the account 
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Ford Opens Dealer Contest j}and from New York from 17 cities 


Ford divisi { Ford Mot in the region in a 30- plane non- " 
Co. Detroit, ‘es Gusset that stop flight. Parts and service man- creators of 


. ‘ 000 d dealers s in agers will be eligible for prizes 
eget se A... Ke ng ay Bn totaling almost $40,000, including + properly planned 


» . . 
ticipating in a customer service f Ve new Ford Victorias. publicity 


contest during February, March . 

and April. The contest is known Air King Names Olchak NEWELL e ° 

as the Broadway Flying Jamboree. Samuel Olchak, formerly adver- 

- .,\ Warious service specials will be tising and sales promotion man- aud 

Paes 9 ry, . offered by dealers during the con- ager of Air King Products Co., 

Ot ocanew test. More than 1,300 dealers, parts New York, has been appointed as- CTOR, Inc HOLLYWOOD PLAZA HOTEL 
managers and service managers sistant sales manager of the tele- ‘ HOLLYWOOD 28, CALIF. 


will qualify for a weekend in| vision, radio and wire recorder Glod 1131 1 
New York. All will be flown to company. osedinmahies 


= Ghe Hallas Morning News 
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CONTEST—Six ads like this in the N. Y. 

Sunday News brought 750,000 entries 

in give-me-a-name contest sponsored by 
a New Jersey dry cleaner. 


i ALAS. TEXAS TUEST AY. JANUARY 9 133i —3) PAGES IN PARTS — PRICE 5 CENTS 


PRESIDENT PROMISES 
FIGHT ‘IF WE MUST 


Spotless Cleaner’s 
Contest Ads Pull 
750,000 Entries 


Paterson, N. J., Feb. 6—Six 
ads in the New York Sunday News 
—one ins.rtion a week for six 
weeks—drew more than 750,000 
entries in a give-me-a-name con- 
test sponsored by Spotless Stores 
Inc., a dry cleaning chain with} 
upwards of 160 stores in New 
Jersey and New York. } 

The contest involved dreaming} 
up a name for the “Spotless Girl—| 
new symbol of Spotless’ friendly 
service.” The “girl” is a drawing} 
of a rag doll. Announcement of | 
the contest was made in full- 
page and four-column insertions 
in the News. 

Instead of the customary panel 
of professional admen sitting as 
judges, Riedl & Freede Aavertis- 
ing, the Spotless agency, selected 
a number of Spotless employes, 
“people on the same social and 
economic level as most of the con- 
testants.”” These judges selected as 
the winning name: Miss Penny 
Spotless. 


_.. in THE DALLAS MORMING NEWS! 


The big Dallas Marke? has more than doub\ed in 
size* in the last decade ... stimulated by geographic 
advantages, favorable climate, rich natural resources, 
increase of transportation facilities, and international 
conditions. This development has centered more than 
one-third of the population of Texas in the *‘Dallas 
Area,” and more than one-third of the total buying 
income of the State. 


e Winners were invited to the 
Park Sheraton Hotel in New York, 
where Martha Raye assisted com- 
pany and agency officials in pre- 
senting two television sets, a re- 
frigerator and two diamond wrist 
watches to the top winners and 
100 awards worth $10 each of 
Spotless dry cleaning. 

The company feels that the con- 
test definitely paid off. Timed to 
coincide with the cleaning trade's 
traditionally slow Christmas and 
New Year holiday season, the} 
contest not only held business up, 
but gained volume for Spotless. 

“It is still on the upgrade,” one 
official said, “while the rest of the 
trade’s business is reported to 
have fallen off.” 

The contest, supported by win- 
dow signs and counter cards in 
the chain’s stores, was devised as 
a means of bolstering public identi- 
fication of Spotless. This was weak, 
the company felt, because clothing 
receipts from other dry cleaning 
chains continually bobbed up at 
the desks of Spotless stores. This 
was despite the fact that Spotless 
serves more than 1,000,000 persons 
a month, cleaning perhaps 50,000 
dresses and laundering 175,000 
shirts each week. 


*FIRST IN THE 72-COUNTY DALLAS MARKET! 


This rich 72-County Dallas Market—with 3,149,918 population, 
ond a net effective buying income ef $3,305,497,000—is dominated 
by The Dallas News with o circulation larger than thet of any other 
newspaper. From this Dallas Area (outside of Dallas County), where 
only The Dallas News has effective, merchandisable coverage, Dallas 
merchants say comes 40% of their business. 


Ghe Dallas Morning News 


RADIO-TELEVISION STATIONS WFAA %& TEXAS ALMANAC 


THE DALLAS NEWS hos been an important foster in the a Coes of Dallas and this new, larger 


Dallas Market. For The News is the only metrop unifying the thinking, the ac- 
Raymond J. Brown Retires tivity, habits and progress of the people throughout this area. 5. Ther’ 8 why your soles message gains added 
Raymond J. Brown, with Pop- influence, as well as larger readership, and your product sales step up when the Dallas Market reads your 
; ular Science Publishing Co. for 28 story in The Dallas News—Dallas’ most infiventiol newspoper. 
years and former editor of Pop- 
. . 7 
ular Science Monthly, has retired CRESMER & WOODWARD, INC., Representatives, New York © Chicago © Detroit » Atiente * San Froncisco @ Los Angeles 


as editor of Outdoor Life. William 
E. Rae, now supervising editor of 
True, will become editor of Out- 
door Life on March 1. 


S. Richard Stern Moves 


S. Richard Stern, public rela- 
i tions counsel, has moved to larger 
quarters at 5 E. 47th St. New 
York. 
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Public Service at the Local Level 


If ever there was a time when local advertising organizations should 
equip themselves to perform public service functions within the realm 
of their particular skills and aptitudes, that time is now. In the wake 
of the defense economy, the need for public service operations on 
behalf of all sorts of community projects will be enormously in- 
éreased, and local advertising talent should be willing, able and well- 
Organized enough to meet them. 

Scores—perhaps hundreds—of local advertising clubs, and such 
Organizations as the relatively new Rochester Advertising Council, 
have performed yeoman service on behalf of civic, charitable and 
local public service causes for many years, In many communities, no 
community appeal of any kind, no project for civic betterment is 
@rganized or conducted without almost matter-of-course recourse 
to the marketing, sales and advertising ability of the local advertising 
@ganization. 

This is as it should be. But the discouraging fact has been that the 
greatest strides in public service by organized advertising groups 
fave been made, almost without exception, in the smaller commun- 
ities. With a mere handful of exceptions, the big-city advertising 
Organizations have done a much less acceptable job in the field of 
Wcal public service than have their opposite numbers in smaller 
Cities. 

There are legitimate reasons why this should be so, of course, but 
they do not provide an answer to the problem. In every community, 
from the smallest to the very largest, advertising interests—clearly 
identified as a group and not merely as individuals—ought to be 
equipped to supply their fellow townsmen with efficient and inte- 
grated assistance in carrying civic and philanthropic activities to suc- 
cessful fulfillment. 

If they are not both willing and able to assume these tasks, they 
are not performing their duty as citizens of the community; and organ- 
ized effort, embracing all branches and divisions of the business, is 
the only effective way to make sure that the requisite manpower and 
brainpower is available without throwing an intolerable burden on 
a handful of individual companies in the business who are always 
heedful of their responsibilities in this direction. 


A New Type of Advertising? 


The advertisement which Merit Clothing Co., Mayfield, Ky., placed 
in the Jan. 12 issue of Men's Wear (via Prater Advertising Agency, 
St. Louis) deserves special attention from every advertising man who 
is looking for a new approach to an old problem. 

The ad was a 12-page, two-color insert on dealer aids, and its key- 
note was set by a statement by W. F. Foster, president, that “Merit 
Clothing Co. believes that honest dealer aid is something more than 
a few window cards.” 

With this lead-off, Merit proceeded to tell an institutional story, 
in pictures and captions—five pages of them—of the people who make 
its clothing and how they live and work: “2,200 happy, contented, 
experienced, skilful employes.” Then came three pages of “quality 
product” story, still told in pictures and captions of machines, plus 
a list ef suppliers who furnish the material going into Merit clothes. 
Then, briefly, the more conventional dealer aids: “competitive ad- 
vantages,” “competitive price,” “national advertising and local ad- 
vertising,” and “union label. 

Homely, down-to-earth institutional copy, really, with very little 
“stock up now, give it a terrific play” appeal. But remembering that 
retail merchants are not necessarily the same kind of people as the 
manufacturers from whom they buy, it is safe to assume that the 
copy was not only a welcome relief from the conventional dealer aid 
copy addressed to retailers, but a powerful tool in creating a more 
friendly feeling toward the manufacturer. 
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Selfano 


—Electrical Merchandising 


“Ever have one of these days when everything seems to go wrong?” 


, 


What They're Saying 


Dollars for Foreign Trade 
During the past year there has 
been a tremendous change in the 
U. S. foreign trade pattern. Last 
year at this time it was standard 
practice for many overseas coun- 
tries to apply import restrictions of 
one type or another against the im- 
portation of goods from the U.S. 
because of dollar shortages... 
These controls may have been 
justified as a temporary measure 
but now the problem seems to be 
to get unnecessary discriminatory 
controls and embargoes against} 
American trade lifted abroad... 
The dollar “gap” has practically | 
disappeared ... Total exports from | 


age to the brain is now being used 
as a kind of super-aptitude test for 
executives. Ward Halstead, pro- 
fessor of experimental psychology 
at the University of Chicago, origi- 
nally devised the battery to check 
brain damage that resulted from 
operations, tumors, accidents, and 
“punch drunkenness.” But it was 
found to give useful clues to the 
physical degeneration associated 
with an “aging” brain. As a result, 
it can predict which of two indi- 
viduals, both apparently at the 
full height of the mental ability, 


| has the best organically function- 


ing brain... 
Medically, the tests have been 


the U. S. to overseas countries | used to uncover low thyroid activ- 
amounted to a little over $10 bil-| ity as well as to weed out patients 
lion in 1950. Imports into the v.| suffering from purely functional 


S. were about $9 billion, leaving | 
a dollar “gap” of $1 billion. Com- 
pare with the “gap” in 1949 of 
$5,420 million and in 1948 of $6,- 
200 million! This trend will defin- 
itely continue in 1951 as the U. S. 
government stockpiling program 
of defense materials and strategic 
foreign metals needed by U. S. 
heavy industry has just gotten un- 
der way. 

Therefore, we are faced with a 
situation where our overseas 
friends have the dollars to buy our 
| goods. Ironically enough, however, | 
| U. S. exporters may have fewer | 
goods to offer this year. The Ko-| 

rean situation has of necessity | 

placed defense needs first and all | 
business elements in this country 
| recognize that the primary objec- | 
tive is to stop the growth of world | 
, Communism. The defense alloca-| 
tions of metals will definitely) 
gather steam this year. 

That is why it is all the more) 
urgent for overseas countries to 
remove their barriers to U. S. 
goods. 


—Editorial in the January, 1951, issue 
of American Exporter. 


Measuring Brain Power 
A battery of 27 tests originally 
designed to uncover physical dam- 


mental ills from those suffering 
actual brain damage. This brain 
damage, incidentally, can reveal 
itself in personality changes as 
well as intellectual ones, particu- 
larly in the loss of initiative, and 
ability to concentrate, and emo- 
tional disturbances. .. 

The tests measure three basic 
factors of biological intelligence. 
One of these is called the central 
integrative field factor. It meas- 
ures an individual’s ability to 
apply his experience and knowl- 
edge to new situations. This factor 
is the one conventional I. Q. tests 
measure best. 

The second factor is the organ- 
izational, which embodies the abil- 
ities to think abstractly and to 
comprehend similarities and dif- 
ferences. This is the basic growth 
factor of the mind. The third 
factor, power, measures the drive 
put into thinking. 

One advantage of Halstead’s 
battery is that it depends relative - 
ly little on formal education or on 
a uniform sociological background. 
A 12-year-old child can pass the 
tests. They have been taken suc- 
cessfully by Eskimos. 


—Research Reports” of the Univer- 
sity of Chicago, January, 1951. 


Rough Proofs 


“NAB formally embraces TV,” 
the headline says. 

Could it be called a marriage of 
convenience and necessity? 

* 

Gladys the beautiful receptionist 
Says she wonders if it’s the un- 
usually cold weather we've been 
having this winter that is responsi- 
ble for the railroad switchmen be- 
ing so much sicker than they us- 
ually are. 

e 

Switchmen whose wildcat strikes 
have gummed up shipments of war 
supplies to Korea may not have 
been informed that they’re now 
working for the United States 
Army. 

General Foods has promised the 
FTC that Postum ads will avoid 
any suggestion that drinking cof- 
fee influences the divorce rate. 
After all, the question of divorce 
may hinge only on how well the 
little woman prepares it. 

* 

“Who keeps the baby sitter sit- 
ting?” asks Modern Romances. 

It might be modern if not 
romantic to suggest that the draft 
boards have something to do with 
it. 

& 

Southern California grocers have 
been convinced that man does not 
live by bread alone, and have 
therefore added health and beauty 
products in 2,200 stores. 

e 

Bowlers who regret the new 
California law which says they 
can’t wear beer ads on their shirts 
might be willing to compromise by 
transferring the letters from the 
back to the front. 

7 

John Evans has raised some in- 
teresting questions for students of 
Americana by saying New Yorkers 
eat bagels and lox for breakfast. 
The first ten Manhattanites inter- 
viewed on the subject said, “You 
can’t prove it by me.” 

- 

Another Evans thesis is that in 
Indiana people eat cobbler but not 
pie, whereas most Hoosiers insist 
that cobbler is just a rectangular 
form of deep dish berry or fruit 
pie. 

e 

Sugar Ray Robinson, welter- 
weight champion, is out to add 
three other titles to his string. 
Either he thinks that he’s very, 
very good, or that the present hold- 
ers of the titles aren't. 

e 

Lee Artoe, former Chicago Bears 
stalwart, wants to be an alderman, 
and all he needs to get the job is 
to have a few of his old pals from 
the Bears line do the blocking for 
him. 

+. 

“Curiosity about what sells goods 
made an ex-writer of me,” says 
an account man looking for a new 
job. No matter where he works, the 
copy men are going to hate him. 

. 

Ward Hicks, advertising agency 
man looking for new talent, re- 
marks that his town of Albuquer- 
que has the finest year-round cli- 
mate in America. 

And also no need for bomb 
shelters. 


Copy Cus. 
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THE INQUIRER PUBLISHED 
THE LARGEST VOLUME OF 
RETAIL ADVERTISING 
IN PHILADELPHIA 


...amounting to 19,680,000 lines...this is the 


FIRST in totat 


ADVERTISING 


The Inquirer—in 1950—pub- 
lished more than 36,000,000 
lines of advertising .. . the larg- 
est volume ever published by 
any Philadelphia newspaper... 
representing a leadership of 
5,640,000 lines over the 2nd 
newspaper. 


largest volume of retail advertising ever 


carried by any one Philadelphia newspaper 
in any one year...and includes a record- 


breaking department store total. 


en 


FIRST in retan 


Source: Media Records. 


its 1th 


Consecutive Year of Tital } 
Advertising Leadership 


err" 


ADVERTISING 


The retail advertising volume 
of 19,680,000 lines in The 
Inquirer is 1,960,000 lines 
greater than the 2nd newspaper 
and is the largest volume ever 
published in Philadelphia. 


Exclusive Advertising Representotives: ROBERT R. BECK, Empire State Bidg., N.Y.C., Longacre 5-5232; EDWARD J. LYNCH, 20 N. Wacker Drive, Chicago, Andover 3-6270; GEORGE S$. DIX, Penobscot Bidg., 
Detroit, Woodward 5-7260. West Coast Representotives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., Son Francisco, Garfield 1-7946 © 1127 Wilshire Boulevard, Los Angeles, Michigan 0578 


FIRST in ctassirie 


ADVERTISING 


The 8,500,000 lines of classi- 
fied advertising is the largest 
volume published by any Phila- 
delphia newspaper in 1950... 
a leadership of 72% over the 
second newspaper. 


a eas a oe a 


Circulation: Daily—678,064—Sunday—1,126,901 


Che Philadelphia Pnguirer 


Philadelphia Prefers The Inquirer 
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in Total 


DVERTISI 


AMONG CHICAGO NEWSPAPERS 


TOTAL GROCERY ADVERTISING PLACED IN CHICAGO 
NEWSPAPERS DURING THE YEAR 1950 


RETAIL GENERAL TOTAL* PER CENT + 

CHICAGO DAILY NEWS ...... 1,957,807 1,694,982 3,652,789 36.8% 4) 

® ODAILYTRIBUNE............... 565,971 1,629,619 2,195,590 22.2% 
SUNDAY TRIBUNE.............. 158,121 514.779 672,900 
DAILY HERALD-AMERICAN 1,162,147 844,810 2,006,957 
SUNDAY HERALD-AMERICAN 24,302 402,195 426,497 
DAILYSUN-TIMES....___.. . $50,400 = 383,775. «= s-734,175 7.4% a 
SUNDAY SUN-TIMES... 24.755 200,124 224,879 2.3% oP wil 
“Liquor Linage Omitted 4,243,503 5,670,284 9,913,787 100.0% 


CHICAGO DAILY NEWS 


JOHN S. KNIGHT, Publisher 


DAILY NEWS PLAZA: CHICAGO 


¢ LOS ANGELES OFFICE: Story, Brooks & Finley Inc., 624 Guaranty Bldg. 
© MIAMI BEACH: Southern Publications, 420 Lincoln Road 


eNEW YORK OFFICE: 9 Rockefeller Plaza 
®DETROIT OFFICE: Free Prese Building 
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Simoniz Opens ‘51 
Campaign for Floor 


Wax, Auto Simoniz 


Cuicaco, Feb. 6—Simoniz Co. 
has launched twin campaigns for 
Self-Polishing Simoniz liquid floor 
wax and Simoniz car cleaner and 
wax 

The liquid floor wax promotion 
is scheduled to appear in newspa- 
pers in more than 100 markets 
across the country throughout 1951. 
Copy, ranging in size from 100 
to 1,000 lines, will run in all mar- | 
kets on a weekly basis. | 

A magazine drive for regular car 
Simoniz, also set to run all year, 
will use b&w half pages in the 
main in Better Homes & Gardens, | 
Collier's, Life, Look and The Sat- 
urday Evening Post | 

The magazine ads accent the | 
idea that Simoniz “stops road 
ravage” and that year-round pro-| 
tection with Simoniz makes a vast | 
difference in a car's appearance. | 
Photographs of two specimens of | 
the same make and model car 
are used to highlight the conten- | 
tion. | 

Although no decision has been | 
reached, other media are under- 
stood to be under consideration for 
the second quarter of the year 

Sullivan, Stauffer, Colwell & 
Bayles, New York, has the account. 


Pushes Grandma's Molasses 


American Molasses Co., New 
York, is hammering at “the unsul- 
phured feature” of Grandma's 
molasses in a new ad drive using 
a four-color page in the March 5 
Life and two-thirds pages in two 
colors in the February and April 
igsues of Family Circle, Farm 
Sunset Magazine and 
Woman's Day. About 53 news- 
_—— in 46 markets are carrying 

-and 150-line insertions for 26 
weeks. Charles W. Hoyt Co., New 
York, is the agency. 


Lambeth Joins Broiles 


Rod Lambeth, formerly with 
Lesterr & Co. and Bozell & Jacobs, 
Dallas, has joined Rowland Broiles 
Worth agency, as an 
artist. He will assist J. Frank 
Lively, art director. 


Chicago Has 815,471 TV Sets 


The Electric Assn., Chicago, re- 
ports that there were 815,471 tele- 
vision receivers installed and in 
use in the Chicago area as of Dec. 
$1, 1950. This is an increase of 38,- 
771 over the Nov. 30 report. 


| THERE'S CONCENTRATED 
BUYING POWER IN_ 
WINSTON-SALEM 
LOOK AT THE EVIDENCE 


VALUE OF 
MANUFACTURED PRODUCTS 


WINSTON SALEM 


JOURNAL and SENTINEL 


TWIN City 


MORNING SUNDAY EVENING 
x he RELLY Site yeas 


Two Appoint Carr Agency 

Clinton D. Carr & Co., Baltimore, 
has been retained to handle the 
advertising of Army Times Pub- 
lishing Co. Washington, and 
Machinery Service Co., Louisville. 
Business publications will be used 
by both. 


Bennett Joins Audit Bureau 

Charles O. Bennett, formerly 
editor of the Journal-Republican, 
Columbus, Wis., has joined the 
promotion department of the Au- 
dit Bureau of Circulations. 


O’Keefe’s Names Tucker 


Stewart Tucker has been named 
advertising manager of O’Keefe’s 
Brewing Co., Toronto, subsidiary 
of Canadian Breweries Ltd., To- 
ronto. He was formerly assistant 
advertising manager of the parent 
company. 


Gibbons Promotes Burdick 


Rupert L. Burdick has been 
appointed manager of the Mon- 
treal office of J. J. Gibbons Ltd. 
He was recently transferred from 
the Toronto office of the agency. 


Advertising Age, February 12, 1951 


Wool Bureau Starts Drive 


The Wool Bureau, New York, 
started its spring campaign for all- 
wool clothing, particularly trop- 
ical worsteds, with business paper 
insertions, begun Feb. 5. One 
consumer magazine ad is sched- 
uled. Grey Advertising Agency, 
New York, is the agency. 


Conklin Joins Hoyt Agency 
Donald M. Conklin, formerly 
with Doyle, Kitchen & McCormick, 
has joined the creative staff of 
Charles W. Hoyt Co., New York. 


Adds PR Department 


Package Printing Institute, New 
York, has added a department for 
handling the public relations ac- 
tivities of its clients. Donald H. 
Morse, vice-president, will be in 
charge of the new department. 


Agency Opens Branch Office 

Buckner, Craig & Webster Ad- 
vertising Agency, Lubbock, Tex.., 
has opened a branch office at 211 
Burks Bldg., Odessa, Tex. T. W. 
Womack is in charge of the new 
office. 


YOU’RE LOOKING at acity within acity. It’s the magnificent Parklabrea 
Resident Community located only 15 minutes from the heart of downtown 


Los Angeles. 


The tower apartments, now nearing completion, will be 


home for an estimated 6500 people, while the garden apartments which 


concentrates . 


radiate from the circle now house 3500 persons. 


Built for Metropolitan 
Life Insurance Company at a total cost of $40,000,000.00 it is a perfect 
example of a concentrated market; the kind of a market you get when you 
place your advertising in the BIG Los Angeles Evening Herald and Express. 
The Herald and Express concentrates its circulation where Los Angeles 

. in the area where more than 58.6 per cent of the pop- 
ulation lives and where 71.8 per cent of all retail sales are made. 


Use it regularly to reap rich advertising returns. 
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Lyness Joins Curtis 


Prof. Paul I. Lyness, head of the 
research division of the school of 
journalism, State University of 
Iowa, has resigned to join the re- 
search division of Curtis Publish- 
ing Co., Philadelphia. 


Spiewak to George Kahn 


Spiewak & Sons Inc. has ap- 
pointed the George N. Kahn Co., 
New York, to handle advertising 
for Golden Fleece outerwear jack- 
ets. Direct mail and business pa- 
pers will be used. 


Advertising Age, February 12, 1951 


Appoints Walsh Agency 

The Toronto office of Walsh Ad- 
vertising Co. has been named ad- 
vertising and merchandising coun- 
sel for Addressograph-Multigraph 
of Canada Ltd., addressing and 
duplicating equipment. 


Stanfield Names Hawthorne 


H. Ross Hawthorne, formerly 
copy editor and assistant advertis- 
ing manager of Robert Simpson 
Co., Toronto, has been named to 
the account executive staff of Har- 
old F. Stanfield Ltd., Toronto. 


Standard Oil Ups Kline 


J. E. Kline, who is in charge of 
engineering sales of lubricating 
oil additives for Standard Oi] Co 
(Indiana), has been named head 
of the Stan-Add Additive division 
of the company’s sales technical 
service department. 


Appoints Cantor Studios 


Ann Cantor Studios, New York, 
has been appointed representative 
for Erik Nitsche, consultant to 20th 
Century-Fox and the Museum of 
Modern Art. 


| Oneida Paper Ups Sobel 


L. Harold Sobel, formerly in 
the sales department of Oneida Pa- 
per Products, Clifton, N. J., has 
been named assistant to Stanley 
H. Oshan, merchandising and ad- 
vertising director. 


Appoints Norman Kirk 


Norman Kirk, for two years on 
the sales staff of Consolidated 
Press, Toronto, has been named 
advertising representative in On- 
tario of Class “A” Weeklies of 
Canada. 


HERALD 
EXPRESS 


Los Angeles’ BIG\ Evening \ NEWS paper 


Photo by Spence Air Photos 
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REPRESENTED NATIONALLY BY MOLONEY, REGAN AND SCHMITT 


Chandler Insists 
TV Sale Is a ‘Shrewd 
Deal for Baseball’ 


Wasuincton, Feb. 5—Baseball 
Commissioner “Happy” Chandler, 
j here to sign a $6,000,000 Worlds 
Series and all-star game TV con- 
tract with Mutual Broadcasting 
System and Gillette Safety Razor 
Co., said that he still is confident 
he made a “shrewd deal for base- 
ball.” 

The contract was signed after 
it got a final okay from John Lord 
O'Brian, Chandler's Washington 
attorney. 

Under the arrangement, the ex- 
clusive TV rights have been sold 
for $1,000,000 annually. Radio 
rights were sold for an additional 
$1,370,000 for the six years. 

In reply to critics, Chandler 
points out that baseball retains 
the theater and reproduction rights. 
He contended that “the price we 
sold at couldn't be obtained again 
at this time against a threat of 
general mobilization.” 


|May Expand Radio-TV Plans 


Rum & Maple Tobacco Co., New 
York, which recently returned to 
broadcast advertising after an ab- 
sence of several years, may ex- 
pand its spot radio and TV cam- 
paign to other major eastern and 
| midwestern cities. A limited 
| Schedule of announcements and 
programs is running currently, 
| with Gelles Advertising Agency, 
= York, servicing the account, 


| Duane Jones Boosts Brennan 


| Vera Brennan, head time buye® 
at Duane Jones Co., New York, 
has been named director of radi@ 
|}and TV time buying Jor the agens 
| cy. Miss Brennan succeeds Regi 
Schuebel, radio director, who icf 
to set up an advertising agency 
| service in collaboration with Johg 
M. Wyatt. 
= 


THIS 
MAKES 
SENSE! 


There are lots of dollars 
and sense involved in the 
26,868,156 lines of 1950 ad- 
vertising in the DAVEN- 
PORT NEWSPAPERS! _Es- 
pecially since they constitute 
advertising that sells the rich 
Quad-City Market (Daven- 
port, lowa, Rock Island, Mo- 
line and East Moline, Illinois.) 
1950 Sales Management Sur- 
vey of Buying Power figures 
reveal total effective buying 
income of $418,578,000 in the 
Quad-Cities. 


PUNCTUATE YOUR SALES 
In THIS 


RICH QUAD-CITY MARKET 


BY USING THE 
DAVENPORT NEWSPAPERS 


The Only Newspapers with Home- 
Delivered Circulation on Both the 
lowe ond Illinois Sides of the im- 
portent Qued-City Morket. 


2 oe... iat ee So ies a 8 | GA Or ee 
+ er = oe — ae a 
ee ny 
a ae 
: ie 
+ RS 
hs 
IS 
ee 
a Pe a ghey 
ee Tey 
he 
Bs 
tt 
a 7 
a = 
ae 
eee 
os 
i - - : — 
eS : ‘ey A i =o ~ee ody Fane : To . i a4 
| ee ey hee AS lg ee ae a Ser ese Ree 
an ef emery” a 5 7 = - =. ; —s -~ ats 
ee. oa ome : : a ~ . “je en Chm , ee 
ee Te Oe eee a TS ee 2 I at Joel ool y Ee NS -: cS 
a : 4 . = : R | ie ae 
aad ; Ag dy-voeg Se ro i | : oe . e) im —_ - a» # t Pt” 
> ig” ——— | : 3 ae Bet a te 
: ,* cy 7m BUR. mee eg fe ‘—- ' ee 
| — - , iz +t oF : ses - ieee ; = =o = ales 
4 .* aS = see? . Sone  ¢ . See — ss 4 wiF ’ JP eee 
| é ae ves iii s $53: 7) 6|CURe 145 : eee see _ aS a 
“ee hae le ee ae . bas ; ‘4 : : x e Ped = 3} a : : 4 sss ; oS aft S - ~ Tea 
at fee ai: ‘ fe ae te. : : . ass fs ie s* ee 
| oS ep , BER : i: we HE FS a : AE acs ; eee 
sae | ert : set Bee fa : . ae atts ee 
} By ; 7s fb : p4 comes . > aN 
; BT as - eee fee $ ‘im “he $ iis ' - 2 pe 
5 ae. free tC be - : | ire ee i a 4 
-—. Se seeds ait : aaa « : i se:a:: + <_ Re 
| £4» . RRB Be. : i — as 2 ; - ea a mt | 
| || —ee enti tt BBE Re Re 
|. FasL ee a” ; ae tb ‘4. eg a Sa 
ie oa i : 3) get - “* - Ps a y . . ‘ oe at . a 
: 8S: og re c my , <a a Re. . 4 a - ine ; ~ oe. 
Pee, | ee a =f os : : —_ S Sael: ee Za Bist 
' Teme ial oy “= 7 == i: <e i a a 
< " .? —— . : ; Z ° Bs, Se 
7 me o re a 2) one “ot . : ; : es ’ ‘ a x ut 
: eases ‘ 4 1! ei Sg ay . ee ea . 4 = ae 
-— —-"- 41 i Hew Bug ae © ae 7” =o ee... 
ee toe :: Sy’ 2 Sina a . : ne — ae 
ce eo _ - e 5 i wt "I or ca is “ Sis 4 = e - ee 4 ae -— he BS, 
“4a = 2, e°* ee PR 2 5 1e is ne e*, ee ; ‘ ae. 
ar - ae. 7— — oe es ee ad Bs ~ 4 . f ae 
Sa i . a EE Pee py > e ory 
— a a Ua an eth FE: ae . ar =e gf ee 
— +f de: . { -] id oe Oe .— lh? | a * t oes 
" - ’ oe e°*. ae 7 ' “4 + ae 
- , A * s™ 4 as aft ° ¢ =. ! : ee << e ' ‘ ‘ - ‘ * mor 
e ee oe oe aa ae gee toe 
a a : me Me of : wa : ) - . ’ : ay 2 ed a.’ aie 5 
RRR : : "SS s a ; “ae mee... 
ae re a pai s — HE 
“Sos a we. tga ee 
Pe a, h a . — é, nti ee ae 
; _ Pr anit, 1 ait ai ~ Ce ee Eo tie - Beg ste 
ae. i carer ee et 4 ‘ = tak 
® 3 ey ry Pe Ne S a * ek pa ia. ie Y : x "ae 
Po ~ 2. See fae . a Soh . , ae 
" - iy z b ° i ‘ f" E - ence od ‘ : a ; % ‘ell a ~~ > ‘ : , ce 
, ; res ae Ey a 7 a ae _ en _. = So 
~ ae > | ae ac < = P a a ae ~ -~ 3 | Pats 
, e or ~_ . » eae Ma. < i. 7 os “g ae 
oe i ——— ee i lt a 
3 S ine. 7 ' 4 te a . ee 4 <i se , i. - <i See 
i 2 “eo ‘ha mal Laie ai . . ; Tarai, — eet . wa z ¢ a hee 
i > § a i a 4 i. ag 
B - Z ~. hae , gq ‘ TB tek 
” 4 +. se ee ag bot Fc 
Seadktae. char toe Cte si 
a So . th pene * ee. : oo. : - pate 
| rite ot Po a o* es me * 3 g ae } B44 
es oa 
Lee 
ats 
re ¢ ‘ 
oe 
an ee 
| 2 ates 
ee 
! _ | : aus 
—_ sre ee | es: 
' es ac OC ogc | iat 
es) syed oe 
Th atl ; ae 
Ne ae 
cre | ot 
‘ , =a | i . -. 
eee soe | aay 
ee | ae 
oe es 
ee 
| Seog 
ee 
eet 
“* egeaMe 
pee 
| its = cipal : 
| ao oaes 
z aS » 
THE DAILY TIMES 0 ss 
, “ vale 
Ee | THE DEMOCRAT & LEADER ite, 
.  fepresented nationally by - pera rer 
mt dann & Kelley, inc, oe bi 
j oh 
| oe 
| aie 
oe ok, 
ih toot nes 
~ ie | | | x sk 
st et a> Se Re 7 ie. ee eee a Be re cae rue i Sie Reape as he es 


1,000,000 
FATHERS 


all brothers 


.. All buyers! 


The 1,000,000 substantial men who read and 


own The Elks Magazine look upon it as “their 


“* baby.” They take pride in its editorial excellence 


... and they give preference to products adver- 


tised in its pages. Combine this exceptional 


reader loyalty with incomes twice the national 


average and you readily see why The Elks 


| MAGAZINE 


New York - Chicago - Los Angeles + Detroit + Seattle 


Magazine is your best advertising buy by far. 


7 
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. McDonald Opens New Oftice 


Film Guild Suggests 
Drug Sales Training Film | 


Joseph P. Hackel, president of 
the Medical Film Guild, has ad-| 
vocated adoption by the American | 
Pharmaceutical Manufacturers 
Assn. of a sales training film for| 
use by pharmaceutical manufact- | 
urers in training their medical! de-| 
tail men. So far as it is known, Mr. | 
Hackel told the association’s east- | 
ern section meeting in New York, | 
this would be the first time an in- 
dustry-wide sales training film has 
ever been attempted. According to 
statistics compiled by the guild, 
approval of this type of sales) 
training was high by the medical | 
profession and pharmaceutical | 
companies. 

The film, which would be pro- 
duced on a_ cooperative basis, 
would discuss over 200 specific 
problems which a pharmaceutical 
salesman might encounter on his 
rounds. 


Television Sets in U. S. 
Reached 10,549,500 Jan. 1. 


According to an estimate re- 
leased by Hugh M. Beville Jr., 
director of plans and research for 
the National Broadcasting Co., 
there were 10,549,500 television 
sets in the U. S. as of Jan. 1. j 

This estimate represents a gain | 
of 704,200 sets installed during De- | 
cember. Set sales in 1950 totaled 
6,600,000. Every fourth family in 
the country now owns a TV set, | 
according to the report. New York | 
leads with an estimated 2,050,000 
television families, followed by 
Chicago with 830,000. 


McDonald-Thompson, publish- 
ers’ representative, has opened a 
new office in Fresno, Cal. Richard 
Jesperson, formerly with Rollins 
Advertising Agency, Modesto, Cal., 
has been named manager. 


GRACELAND 2-1000 
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4043 Ravinswooo ave. 
Chicago 13, [linois 
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All of these outstanding ser- 
vices of the Graphic Arts 


are under one roof at Manz 


—Plans and Ideas 


—Visuals and Art 


—Photography and Retouching 


—Typography 


—Letterpress and Offset Platemaking 


—Letterpress Printing 
— Offset Lithography 

—High Speed Folding 

— Binding 
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Harlow Roberts, Goodkind, Joice & Morgan, who has retired as 
president of the Chicago Federated Advertising Club, was presented 
with a handsome barometer on behalf of the club by William A. 
White, vice-president of Wieboldt Co., at a meeting Jan. 25... 

Gene W. Lee, vice-president and general manager of KFXM, San 
Bernardino, Cal., has been named communications coordinator for 
civil defense by both the city and county of San Bernardino. He 
also functions in the same capacity for the Red Cross in that area... 

Quite a week over at A. Martin Rothbardt Inc. agency in Chicago. 
Wally Bymel, assistant production manager, became a father one 
day. Next day, Susumu Kawamoto of the production department 
became a father, and on the third day Mel Linn, production man- 
ager, followed suit. Incidentally, Rothbardt recently was appointed 
to handle the account of Serta mattresses... 

Douglas Cornette, assistant to the general manager of the Courier- 
Journal and Louisville Times, has been elected president of the 
Kentucky Press Assn...Stockholders at the annual meeting of 
Hitchcock Publishing Co., Wheaton, II1., elected Vincent C. Hogren, 
v. p., a member of the board of directors... 


PREXY GETS AWARD—Robert F. Black (right), president of White Motor Co., Cleve- 

land, is awarded a 15-year pin as head of the company by V. W. Fries, vice- 

president. White honored 485 of its veteran employes at its recent annual award 
dinner. 


James T. Aubrey of Aubrey, Moore & Wallace, Chicago, has 
accepted appointment as a national sponsor of the National Society 
for Crippled Children and Adults, which automatically makes him 
a sponsor of the society’s 18th annual Easter Seal campaign, major 
source of support for thousands of cripples. . . 

John Maxwell, vice-president in charge of art for the Hutchins 
agency in Philadelphia, got himself a top award, the M. Grumbacher 
Prize, for the best watercolor at the ninth annual show of the 
Audubon Artists in New York. John has been handling all creative 
artwork on the Philco account for the past 15 years... 

Two more award winners are Gladys Miller of the Bell Syndi- 
cate and Elizabeth Hillyer of National Newspaper Service, cited for 
“distinguished reporting of home furnishings” at the January home 
furnishings market...Larry Schwartz, partner in the Wexton Co., 
will lecture on marketing in City College’s department of business 
administration. . . 

Dorothy B. McCann, McCann-Erickson v.p., has put together 
a booklet called “Do’s & Don’ts of Radio Writing” for all interested 
in the field, but primarily for those writing for the “Dr. Christian 
Show” which she produces. . . 

At Lunkenheimer Co.’s international sales convention in Cincin- 
nati, Harold H. Layritz, sales manager, received a 30-year service 
pin along with other employes of five or more years’ service. The 
presentation was made by H. A. Burdorf, v. p. in charge of sales, 
himself a 45-year veteran... 

Al Look, ad manager of the Daily Sentinel, Grand Junction, Colo., 
has put the story of his hobby, “rock picking,” into a book called 
“In My Back Yard,” to be published this month by the University 
of Denver Press. Chicago’s Museum of Natural History, incidentally, 
has a prehistoric creature called Spractolambdalooki, which Al dis- 
covered in Colorado and which was named for him. . . 

Feb. 17 will be the big day for Jack Wiedmere, account exec at 
Ruthrauff & Ryan, St. Louis. It’s the day of his marriage to Mary 
Ann Robinson of Webster Groves, Mo. .. James M. Cox Jr., president 
of the Evening News Publishing Co., Dayton, and associated with 
his father in Florida and Georgia publishing enterprises, was mar- 
ried late last month to Mrs. Jan Streate, editor of the interior 
decorating columns of the Miami Daily News... 

You can thank Willard B. Golovin, New York ad agency head, for 
the exhibition of Swiss posters on view at the Museum of Modern 
Art until March 18. An art collector, he was in Zurich a year and a 
half ago as Advertising Federation representative at the interna- 
tional advertising conferences. Impressed by the quality of Swiss 
posters, he suggested an American tour of the best ones produced 
over the past decade. The premier showing at the museum is the 
result. Mr. Golovin is also cooperating with the American Federa- 
tion of Arts in Washington for a nationwide presentation of a 
traveling show ... 

N. W. Ayer & Son’s associate copywriter John Frazer has taken 
a year’s leave of absence to travel, study and write. He will tour 
Europe and also will give a series of six lectures on advertising and 
American business at the University of Cairo. William M. Nagler Jr., 
a member of Ayer’s plans and merchandising department, was 
awarded a master of arts degree in business administration by the 
University of California. He completed his studies by mail after 
moving east last June... 
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EDITORIAL 


EDITED LOCALLY: Written to and for Rocky Mountain 


Empire readers by an experienced, full-time magazine staff. 


“BEST SELLER” IMPACT: Its stories “made” Readers 
Digest in 6 out of the 12 issues of last year. a record for 
Sunday supplements. 


MECHANICAL 


1,000-LINE PAGE: Page size is 5 columns by 200 lines. 
Column width is 2 inches. 


COLORGRAVURE: Printed in The Denver Post's own plant 
to give advertisers advantages of completely integrated 
service. 


FRACTIONAL PAGE COLOR: Color available for ads 
of 400, 500, and 600-line sizes, as well as for full-page, 
1,000-line ads. 


you'll find 
an escalator to 


ag ...in these specifications 
NS! of The Denver Post’s 
Orr 7 ‘. 
WE Empire Magazine 


| 
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MARKET & COVERAGE 


MAJOR MARKET: 2,261,000 population and $2.4 bil- 


lion retail sales in effective coverage area. 


DOMINANT CIRCULATION: 395,087—Publisher’s 
Statement, Sept. 30, 1950. The only supplement, group or 
local, providing adequate circulation in this region. 


SINGLE MEDIUM COVERAGE: 93% coverage of 
Denver; 86% of trading zone; 68% of entire State of 
Colorado; 41% of Wyoming. 


PROVEN SALES RESULTS: National advertiser writes: 
“Outpulled any paper on our list.” Documented results of 
other advertisers available on request. 


THE DENVER POST 


PALMER HOYT, E0ITOR AND PUBLISHER. 


Represented Nationally by Moloney, Regon & Schmitt, Inc 
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Roses are red 
Violets are blue 
Listening is up ~~ 


And how are you? 


More people love Mutual these days than ever before —with a love that is 
measurable even unto decimal points. Compared with one year ago (when 
T\ —_ just beginning its most alluring gains in public favor) precisely 
9.48% more radio families are now attuned to the average of all regu- 
larly sponsored programs on Mutual. No other network can make any such 
happy statement— because none but Mutual has scored a plus. Source: 


the latest Nielsen average audience data (first December reports, 49-50). 


Hound more hearts would you entwine ? 


Say youll be our Valentine! 
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Return Coupons Lead 
to Strange Replies, 
Brittanica Finds 


Cuicaco, Feb. 6—Encyclopaedia 
Brittanica Inc. is a firm believer 
in the pulling power of the return 
coupon in an advertisement—espe- 
cially in view of two recent un- 
usual experiences 

A. E. Dolphin, manager and 
vice-chairman of the board of EB 
Pad., Brittanica’s English affiliate, 
has long held that coupons lose 
their worth unless dealt with 
promptly; it seems the sender loses 
his enthusiasm. But now Mr. Dol- 
phin admits there may be excep- 
tions to the rule 

Recently he received a coupon 
expressing interest in the “new” 
llth edition of Brittanica. This 
particular edition was “new” some 
40 vears ago! The coupon-clipper 
was a reader in Sierra Leone, 
Africa, and what yellowed publi- 
cation he was reading will prob- 
ably never be known. The ad of- 
fered a “specimen book” and 
warned that the offer would be 
withdrawn May 31—that would be 
May 31, 1911, of course 


es Further proof of a coupon’s 
pulling power came in the form 
of a penciled scrawl referring to 
an ad that ran in a weekly maga- 
Zine last December. The EB sales 
force dutifully tracked it down, 
and reported as follows 

“The sender, Mrs. K, has the 
time and inclination to do a lot 
@f reading, but unfortunately she 
iS not a good prospect. She is in 
jail for 36 years for murdering 


Ber husband.” | 


Launches Tea-Bisk Drive 


Maple Leaf Milling Co., Toron- 
to, has launched a six-month cam- 
paign promoting Tea-Bisk. Full- 
Page four-color ads are appearing 
M rotogravure sections of two 
Weekend papers, and 400-line b&w 
a@s will run in daily newspapers 
ffom coast to coast. Street car 
c@rds and radio also will be used. 
Cockfield, Brown & Co., Toronto, | 
handles the account. 


Klein Joins Goldsmith 

Mannie R. Klein, formerly own- 
ef of Deane-Klein-Davidson Co., 
Philadelphia, has joined Gold- 
smith Co., Providence, R. I., agen- 
cy, in an executive capacity 


Research Services Moves 

Research Services Inc., Denver, 
has moved from 308 Kittredge 
Bldg. to 1441 Welton St 


Where is 1951's 
Building Materials 
Business Coming From? 


For some 300 of America’s fore- 
most building materials manu- 
facturers, 1951's sales will come 
through BSN’s leading building 
material dealers and whole- 
salet Sev BSN's record-break- 
ing DEALERS’ DIRECTORY 
with its 370 pages of advertising 
200 pages of practical edi- 
torial matter . 40 pages of 
“Where to Buy What” listings 


February 
issue 


Lithographers Up Hilperts 

E. Ames Hilperts has been 
named executive director of the 
Metropolitan Lithographers Assn., 
New York, to succeed Walter E. 
Soderstrom, who has resigned to 
devote full time to his duties as 
executive vice-president of the Na- 
tional Assn. of Photo-Lithograph- 
ers. Mr. Hilperts for the past nine 
months has been acting executive 
director of the New York group 
Before that he was associated with 
the National Assn. of Photo Litho- 
graphers in handling cost account- 
ing. He is co-author with Mr. Sod- 


erstrom of a book on hourly cost 
rates for the lithographic industry 


To Melvin. Newell & Rector 


Hunt Foods Inc., Fullerton, Cal., 
has signed Melvin, Newell & 
Rector, Hollywood public rela- 
tions organization, to handle a 
special exploitation and publicity 
campaign. 


Dan River Mills Sets Drive 

Dan River Mills, New York, will 
launch its 1951 advertising cam- 
paign on dress goods, domestics, 


Advertising Age, February 12, 1951 
shirtings and piece goods starting! lotte, N. C., for the past two and 
in April, with spreads and pages one-half years, has announced 
in four colors in 17 national maga- plans for the immediate construc- 
zines and business papers. The tion in Charlotte of a new 5,000- 
drive will be continued through’ watt daytime, 1,000-watt night- 
June. The program for the second time station. Ray A. Furr, gen- 
half of the year is now being pre- eral manager of WIST, will take 
pared. Special promotion and point over the management of the new 
of sale materials will be used ex- station. 

tensively to back up the ad cam- 

paign. Anderson & Cairns, New De Ville Opens New Agency 
Work, is the agency. George L. De Ville, formerly a 
partner in Gotsch & De Ville Ad- 
vertising, has formed George L. 
De Ville Advertising, with offices 
at 53 W. Jackson Blvd., Chicago. 


Plans New Radio Station 
Broadcasting Co. of the South, 
which has operated WIST, Char- 


TO SERVICE 


HERALD-AMERICAN 
SERVICE FEATURES 


Sell More for You! 


Service to the customer is a basic 
principle of successful selling — 
the better the service, the better 


the sales. 


Following this sound sales prin- 
ciple, the Herald-American has de- 
veloped a dynamic sales force to 
make your advertising sales mes- 
sage more effective. It has created 
Service Features to match the in- 
terests of your customers and there- 
by to stimulate greater buying. 

These Service Features are a 
most important part of the Herald- 
American, where, at any time, on 
any day, readers can get practical 
buying information. Herald-Amer- 
ican Service Features cover Food, 
Home Furnishings and Appliances, 
Fashion, Beauty, Travel and Trans- 
portation, They tell the reader 
“What's Good.” “Where To Get lt” 
and “How Much It Costs”, 


As a result of this complete and 
practical information, the Herald- 
American is recognized as “Chica- 
zo’s Service Newspaper” and a re- 


liable guide to better buying. 


The Herald-American gives the 
Service — YOU make the sales! 
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Advertising Age, February 12, 1951 


Frank Wilson, Census Bureau Info Chief, 
Wins Government's Highest Civilian Award 


WasHINGTON, Feb. 8—The gold 
medal for outstanding service— 
the highest award which the gov- 
ernment offers its civilian workers 
—will be presented by Commerce 
Secretary Charles Sawyer Thurs- 
day to Frank Wilson, director of 
information of the Bureau of the 
Census. 

He is the first government infor- 


mation man to get the award. 

Mr. Wilson is well known to 
marketing people for his diligence 
in spotting and distributing factual 
data of immense value to research 
people. His correspondence with 
researchers and promotion execu- 
tives runs into the thousands. 

The gold medal award is in rec- 
ognition of the success of the in- 


formation program, which he or- 
ganized for the 1950 Census of 
Population and Housing 


@ On a budget of just over $100,- 
000, he used newspaper publicity, 
and the radio and car card alloca- 
tions of the Advertising Council, 
to reach almost every family in the 
U. S. 

It was the second time around 
for Mr. Wilson on a decennial 
census, for he had joined the Cen- 
sus Bureau in 1939 to prepare pub- 


— 


licity for the 1940 censuses. 

Iowa born, he has had a roman- 
tic career in government and on 
Wall St. During World War I, he 
promoted the third, fourth and 
fifth war loans, “recruiting” Pres- 
ident Woodrow Wilson and the late 
Secretary of the Treasury Frank 
McAdoo as “salesmen.” 

In the 1920s, he raised more than 
$14,000,000 on Wall St. for motion 
picture interests, but lost his paper 
holdings in the great crash. Mr 
Wilson returned to government to 


HERALD-AMERICAN Foon EDITOR® 


NEWS OF FOOD 


MAKE 


PAY OFF IN 


RECORD SALES! 


Today, news of food is of top importance to every housewife who 
has meals to prepare. For her, it’s just as important to learn about 
an economical, attractive menu as it is to know what's cooking in 


world affairs. 


To well over a half-million housewives, the Herald-American 
News of Food pages, jam-packed with practical ideas, tested recipes, 
and attractive menus, offer a daily guide to better kitchen manage- 
ment — an outstanding service put to use daily in simplifying 


family food problems. 


Popular Home Economist. Mary Martensen, directs the well- 
known Herald-American test kitcheas, and edits Herald-American 
food pages to be of particular service to practical Chicago home 


can reader service. Last 


Advertisers, too, have recognized the sales 
impact of this exceptional Herald-Ameri- 
year, Retail 


grocers bought more advertising in the 


lines. 


managers. Her tested recipes, time-saving techniques, and money- 


saving menus are reason enough why Chicago housewives regularly 
turn to the Herald-American as their reliable guide to better 


marketing. 


Reason, too, why more than 133,000 housewives consulted the 
Herald-American Home Economics department last year. A single 
Mary Martensen’s cookie recipe booklet was ordered by more than 


8,200 women during the recent holidays. 


st YOUR spRyic¥' 


American advertisers. 
the newspaper which serves 


American. 


best, best serves its advertisers. 


Herald-American than in any previous 
year in its history — more by 208884 


Such acceptance, by reader and advertiser 
alike, affords a plus value to all Herald- 
It is evidence that 


its readers 
If what 


you sell goes into the home, your adver- 
tising belongs in the Chicago Herald- 


Cecage HERALD AMERICAN 


NATIONALLY REPRESENTED BY HEARST ADVERTISING SERVICE 
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help engineer the NRA promotion 
of the early New Deal. In 1937 he 
handled promotion for the Census 
of Unemployment 

As chief of information of the 
Census Bureau, he provides expert 
advice to census oificials invited 
to speak at conventions of the 
American Marketing Assn., News- 
paper Advertising Executives Assn 
and other groups 

He often attends the meetings, 
sitting unobtrusively in the audi- 
ence. Generally, he brings back a 
convention registration list and 
spends the next several days sur- 
prising members of the convention 
with packets of appropriate census 
information. 


Issues Two Booklets 
on Military Business 


Research Institute of America, 
292 Madison Ave., New York, has 
issued a 34-page directory, “Sell- 
ing to the Armed Forces,” and a 
companion guide, “How to Get 
Military Business,” for distribu- 
tion to members. “Selling to the 
Armed Forces” gives an alphabeti- 
cal listing of the major articles be- 
ing bought by military services and 
the offices that buy them. The ac- 
companying report explains the 
procedures to be followed in es- 
tablishing and maintaining contact 
with buying offices. 


King Publications Names 3 

King Publications, San Francis- 
co, publisher of Western Construc- 
tion and Western Industry, has ape 
pointed Franklin B. Lyons, formef- 
ly New York office district mag- 
ager, sales manager with head- 
quarters in San Francisco. Richatd 
J. Murphy, formerly with Cidil 
Engineering, has been named mafi- 
ager with offices in Richmond Hil, 
N. Y. V. C. Dowdle, formerly ad- 
vertising manager, has been a 
pointed San Francisco and Pacitie 
Northwest district manager, with 
offices in San Francisco. 


Two Appoint Metcalf Agency 

George T. Metcalf Co., Provi- 
dence, R. I. has been named fo 
handle the advertising of Black & 
Webster Inc., Needham, Masgé,, 
producer of electric punch press@s 
and impact hammers, and J. bL. 
Marshall & Sons, Pawtucket, R. EL, 
general contractor. 


ESSENTIAL TO 
RADIO AND TV 
PRODUCTION ... 


Wilecox-Gay recorders are han 
dling important assignments 
in agencies who produce radio 
and TV shows and transcrip 
tions, Recording has an im 
portant role im sales trammg ‘ 
and audio-visual work, too, 


confyay. 


TAPE-DISC RECORDIO ‘ 


f 


} 
MODEL 1C10 


<, 
A precision 
Recorder 


Tape and Disc 
one hour of re 
on five mech reel of 


‘ tape up to 10 inch disc 
; copes of tape recordings can 
tape can be 
erased and reused phon 


i sounds . low priced . ° 
VRITE FOR CIRCULAR 
A.10 
“At leading rodio ond music 
stores everywhere” 


WILCOX-GAY CORPORATION 
CHARLOTTE, MICHIGAN 
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i give me half the dogs: 


(A few pointers for manufacturers of 
electric blankets and sundry appliances) 


‘The MISERABLE HUNK of frigid humanity 
cowering beneath the canines and rattling like an old 
castanet is Henry Perkins, sportsman. 


The equally cold and miserable character in the 
trap-door lingerie is George Spencer, Henry’s bosom 
buddy and duck hunting companion-at-arms. 


The locale is a pile of well aged lumber assembled 
during some remote era at the edge of a marsh and 
loosely strewn in the form of a cabin. After a day well 
spent in the open punctuating the gray sky with small 
shot, Henry and George have retired in the cabin under 
a pile of quilts, a brace of old mackinaws, the Sunday 
newspaper and as many hunting dogs as can be piled 
on conveniently without overlapping. 

This is known as “roughing it” . . . and the thought 
has never penetrated the minds of Henry Perkins and 
George Spencer that there is a pleasanter, more com- 
fortable way to bed down in the backwoods. Henry 
and George are proud of their ability to “rough it” and 
keep telling each other so as they huddle on their goose 
pimples while the fire dies, the thermometer plummets 
and the rafters resound to the chatter of molars mixed 
with hilarious references to the hardihood of sportsmen, 


On many a six-dog night Henry privately wishes he 
was tucked away in his own beddy-bye at home, lulled 
by the drowsy hum of the efficient oil burner in the 
basement. Usually he is still passionately coddling this 
yen when the alarm clock clangs and he peels himself 
out of the pile of somnolent hounds to switch on the 
light and start the breakfast coffee. 


Oh, yes. Henry has electric lights in his hunting 
cabin. A lot of his friends do, too . . . thanks to the busy 
ministrations of the rural electrification boys and the 
purveyors of home lighting plants. 

One of these frosty mornings when the mallards 
wheel overhead and Henry Perkins fumbles for the 
light switch with numbed fingers there is going to be a 
slight bleating noise as The Great Light dawns on 
Perkins. 

With sheer scorn for his own stupidity, Henry will 
say, ““Why am I living up here like a Cro-Magnon cave 
dweller when I could be snoozing comfortably under an 
electric blanket . . . and brewing potable coffee in an 
electric percolator ? For that matter, why don’t I have 
an electric blanket at home?” 


The same bleating noise is at this very moment 
likely to be audible in the luxurious offices of electric 
blanket tycoons and appliance magnates. 


“Why,” they are now screaming at unfortunate 


subordinates, “didn’t somebody tell me about this huge 
market of dollar-happy sportsmen we've been ignoring 
up to now? Do you realize there are millions of these 
guys who would probably buy us blind of blankets and 
other stuff for their cabins and for their homes, too, if 
we only advertised to ’°em?” 


For the benefit of electric appliance manufacturers 
now popping blood vessels at this distressing oversight, 
we'd like to point out that the specialized approach for 
reaching Henry Perkins and millions of other men like 
him is called “looking for the sportsman angle”. . . and 
it can be just as important to advertisers as never under- 
estimating the pdwer of a woman. 


Stop and think for a moment. Whether you make 
blankets or brandy, TV sets or candy, there’s usually a 
“sportsman angle” which can be successfully employed in 
advertising to this four billion dollar market. Remember 

. anything a man can use in any conceivable way 
takes on new glamor and appeal when you associate it 
with the outdoor life he loves. 

Of course, when you’ve got your “sportsman angle” 
there’s just one thing more to do. Put it to work in the 
magazine Henry Perkins and an army of sportsmen like 
him read with almost hypnotic attention... a magazine 
that catches men in their mellowest, most relaxed mood 
and makes them receptive, as no other medium can, to 
a sales story that’s slanted to the sportsman and makes 
sense to him. 


It’s “Sports Afield.” 


Don’t overlook 
the Sportsman Angle 


IT PAYS OFF IN 


THE PROGRESSIVE SPORTSMAN'S MAGAZINE 
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Test Families Are Watching Phonevision 
Movies About Twice a Week, Zenith Reports 


Cuicaco, Feb. 9—During the first 
four weeks of Phonevision here, 
2,561 “box-office sales” at $1 each 
made to the 300 test families, 
to figures released by 
Zenith Radio Corp. yesterday. That 
means the average test family wit- 
a Phonevision movie eight 
one-half times during the per- 
lightly than twice 


were 


according 


nessed 
and 
od, or more 
a week 
During the 


elty 


first week, due to the 
the average 
movies, Zenith 
reported the last three 
weeks patronage had settled down 
of 1.8 movies per 


factor, 
3] 


for 


hign nov 
test family saw 


but 


to an ay 

week 
E. F 

Zenith, 


sociates were 


erage 


McDonald Jr., president of 
said that he and his 
“almost afraid to be- 
results” of this first com- 
test of Phonevision 


lieve the 
mercial 


@ He pointed out that, if only the 
10,000,000 American families who 


now have television sets are will- 
ing to payvto see feature films as 
often as the 300 test families have, 


the income would be over $1 bil- 
lion per year 

“On an over-all average for the 
period,” Mr. McDonald said, “we 
have 30% of our audi- 
ence—our ten lowest grossing pic- 
tures reached 22%. Nine out of ten 
of our test families reported that 
théy prefer a movie on Phone- 
vigion at home, rather than seeing 
it in the 

“The spread of viewing habits is 


reached 


theater 


very wide, as might be expected, 
simee our panel was selected to 
give us a typical cross-section of 
homes. Four families have seen 
only one film during the period, 
an@ one rugged family has seen 
all of them.” 

@ Comparing these figures with 


thé normal movie-going habits of 
typical families, the Zenith report 
sai@ that, according to a recently 
published survey, there are cur- 
reftiy about 60,000,000 movie ad- 
migsions per week. This means the 
avérage person attends movies less 
tham once every two weeks 

“We fully expect,” Mr. McDon- 
ald continued, “that as the novelty 
of this test wears off, and after our 
test families have received their 
first month's bill for home movie 
entertainment, our patronage may 
decline during the second and third 
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ATF ALPHABET 
TRACING CARDS 


Fill an urgent need. Enable artists to letter 
in type lines accurately. Aid type specifiers 
and printers avoid cortly alterations. Sets 
of M cards 10'.* x 7." show the complete 
upper and lower case alphabets of every 
size made from 12-pt. to 72-pt. in 46 popular 
type faces. Alphabet lengths and character 
counts up to 36-pt..Position of type on its 
body clearly shown. Cards round cornered 
for easy insertion under the layout tissue 
Sold only as complete sets enclosed in 
handsome walnut-finish box. Delivered 
postpaid for $5.00 per set, cash with order 


American Type Founders 
Type Merchandising Department 
200 Elmora Ave., Elizabeth B, N. J. 


months 

“We are also aware that our fea- 
ture films, none of which are 
newer than 1948 releases, and 


which some 20% of our audience 
have already seen, are competing 
with the latest movies showing in 
Chicago theaters.” 

Projecting the first four weeks’ 
attendance figures against the 10,- 


000,000 receivers now in use, Mr. 
McDonald said that Hollywood 
producers would receive an annual 
income of more than $450,000,000 
with Phonevision operating full- 
scale. Producers get 50¢ of the $1 
charged per movie 

The test will continue through 
March, at which time full data will 
be presented to the Federal Com- 
munications Commission. The com- 
mission then will decide if Zenith 
can continue its Phonevision oper- 


ations. Despite a successful opera- 
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tion of the test, FCC may find it- 
self unable to give Zenith an okay 
to continue, because of shortages 
of critical materials (like copper) 
needed to expand Phonevision fa- 
cilities 

Meanwhile, the FCC today as- 
sured Zenith of a full 90 days in 
which to test public acceptance of 
Phonevision by extending the end 
of the test to March 31. 


Cresca Appoints de Garmo 
De Garmo Inc., New York, has 


been named to handle the 1951 ad- 
vertising and merchandising cam- 
paign of Cresca Co., New York, 
importer and distributor of fine 
foods and candies. Newspapers, 
magazines and direct mail will be 
used 


Name Gebhardt & Brockson 


Chicago Molded Products Corp. 
and Earle Hart Woodworking Ma- 
chine Co., including Plycor Co. 
division, have placed their adver- 
tising with Gebhardt & Brockson, 
Chicago 


IS THE ONE GREAT SUNDAY MAGAZINE 
WHICH LETS YOU CHOOSE YOUR MARKETS 
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Union Bag Names Knipe 

James L. Knipe, vice-president 
in charge of corrugated container 
sales for Union Bag & Paper Corp., 
New York, has been named gener- 
al sales manager, in charge of all 
of the company’s sales activities. 


Harris-Seybold Ups Landis 

Earl M. Landis, service manager 
of the central district of Harris- 
Seybold Co., Cleveland, presses 
and associated chemicals, has been 
appointed to the newly created post 
of training director. 


Walsh Agency Moves 

The Toronto offices of Walsh 
Advertising Co. and Walsh Inter- 
national Advertising Ltd., hereto- 
fore operating in two separate 
buildings, have moved to the new 
Bank of Nova Scotia Bldg., Toron- 
to. 


Reiss Dairy Names Kirsch 

Reiss Dairy Co., Sikeston, Mo., 
has retained Harold Kirsch Co., 
St. Louis, to handle its advertis- 
ing. A radio campaign is being 
prepared. 


Pennsylvania Papers Protest Zinc Curb; 
Say Newspapers Use Less Than 1/10 of 1% 


HARRISBURG, Pa., Feb. 8—Penn- 
sylvania Newspaper Publishers 
Assn. has asked the federal gov- 
ernment to reconsider its order 
cutting the supply of zinc to news- 
paper publishers and other users. 
The petition declares the order 
will endanger the newspaper pub- 
lishing industry. 

In a letter to the National Pro- 


duction Authority, Theodore A. 
Serrill, general manager of the as- 
sociation, pointed out that the 
newspaper business is not a large 
user of zinc. Consequently, the to- 
tal use of zinc in newspaper pub- 
lishing cannot affect defense work. 

If the government can show 
newspaper publishers in Pennsy]- 
vania that their use of zinc is en- 
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dangering the war effort, the pub- 
lishers will search through their 
morgues “and will be proud to as- 
sist in returning every possible 
pound of zine to the defense ef- 
fort by a thorough housecleaning 
of their files.” 


@ Mr. Serrill also pointed out that 
actually the newspaper printing 
and publishing business consumes 
much less than one-tenth of 1% 
of all zine produced each year in 
this country 


Even though the cutting order 
specifically curtails only those 
users of 3,000 pounds of zine per 
quarter, the letter pointed out that 
its effect will be felt by all news- 
papers since many small papers 
depend on larger newspapers and 
commercial houses to provide en- 
gravings 


| Four A’s Sets Annual Meeting 
The American Assn. of Adver- 
tising Agencies has scheduled its 
33rd annual meeting at the Green- 
brier, White Sulphur Springs, W. 
Va., April 19 through 21. “Adver- 
tising in a mobilized economy” is 
the convention theme. Attendance 
at the meeting will be limited to 
375, including member agency peo- 
ple, media and advertising guests, 
and ladies. The April 19 session 
| will be for member agency people 
only. The operations committee of 
the Four A’s board of directors, 
headed by Fairfax M. Cone, of 
Foote, Cone & Belding, Chicago, is 
| in charge of convention plans. 


Concentrate for More Sales 
with the FLEXIBILITY of 


Names Robert Sutherland 


Brown & Bigelow, St. Paul fe- 
membrance advertising concérn, 


, has appointed Robert T. Suther- 
| With the unique flexibility of PICTORIAL REVIEW 


land Jr., retired Navy captain, to 


the post of chief engineer gnd 
my vice-president. Mr. Sutherland Bad 
' you can concentrate your advertising dollars exactly been acting chief engineer sipce 


where they yield you fattest sales returns. You can 
rush quick help to a slumping market. You can take 
full advantage of favorable conditions in a good mar- 
ket. In a single market, you can test out new sales 
Strategies, new advertising approaches. You can intro- 
duce market-by-market a new product, a new service. 
You can fit your advertising precisely to your distribu- 
tion. You can put the full mighty sales-pull of a great 


August, 1950, when he retired ffom 
the Navy after twenty years’ s@fv- 
ice 


Beam Distilling Names Dorn 

James B. Beam Distilling @o., 
Chicago, manufacturer of James 
B. Beam whisky, has named R@b- 
ert B. Dorn as sales promotion 
and advertising manager. 


j Bond Elects Dangerfield 
Sunday Magazine to work for you in those individual wiitttz, Deneerfield Jr., formality 
markets where it will benefit you most. Surely a has been elected a ‘vice-presidijnt 

) magazine like this d a e " on | ot Bond & Starr, Pittsburgh agén- 

1 i media list in 1951! ieienietmmnien 

t ee at 

1 —— 

| 
} WE 
1. Mass-buying audience created and held by the 
World’s top artists and writers. Cc AN’T 
2. Proven high readership for your advertisements. 
3. The mighty impact of color advertising even in a CATCH 
single market. UTT ERF LY 

\ 4. Reader interest anchored deep in all the news of BULLS 

home-town entertainment. 2 (Ky-)! 

5. No single page competitive product advertising . . . NO. — 
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Largest Budget for 
Zippy Liquid Starch 
Covers TV Only 


LANSDOWNE, Pa., Feb. 7—Zippy 
Products Inc., producer of Zippy 
liquid starch, is anticipating the 
biggest vear in this, its sixth year, 
and consequently has set up its 
largest budget—all of it for tele- 
Vision 

In addition, its franchised dis- 
tributors in Los Angeles, Chicago, 
Detroit, Richmond, Seattle, At- 
lanta and Memphis are expected 
to spend an equal amount of 
money, the total to be near $200,- 
000 for 1951 

The company and its franchised 
distributors sold nearly 2,500,000 
cases of Zippy in 1950 and expect 
to come near the 4,000,000 cases 
mark this year if materials are 
not restricted 

Zippy, which was the first liquid 
starch to hit the open market late 
in 1944, is now believed to be the 
largest selling liquid starch in the 
country. Since it first entered the 
market, some 75 other liquid starch 
brands have appeared. Many of 
these are brands sold only through 
single supermarket chains 


ein its 1951 plans, Zippy has 
eliminated all radio. Since an un- 
happy initial test in newspapers 
im 1945, it has not taken any news- 
Paper space 

In addition to TV_ spots, the 
Company is sponsoring a_ half- 
h®ur twice weekly “Jonathan 
Story” drama on WMAR-TV in 
Baltimore and WTVR in Rich- 
mond. In Philadelphia, Zippy 
sBares sponsorship of a 14-hour 
Weekly film program on WPTZ. 
»The company is also looking for 
a network spot, having had suc- 
c@ss with the Kate Smith TV show 
late last year. Earle Buckley Or- 
@@nization, Philadelphia, is the 
agency 


LP Gas Groups Integrate 
Liquified Petroleum Gas Assn. 
of New England has integrated 
with the Liquified Petroleum Gas 
A8gsn., Chicago, national trade or- 
gamization of the LP gas industry. 
Under the affiliation, the New Eng- 
laMd association becomes a dis- 
trict of LPGA, but continues to 
operate with autonomy in its own 
area. Louis S. Davis, executive 


setretary of the New England 
gfoup, has been named district 
secretary 


EVERY READER 
IS A PROSPECT 


Because its newsstand sales 
* ore purely voluntary! 
Because only those actively 
2. interested in acquiring a new 
home read it! 
Because it offers specific in- 
3. formation on all phases of the / 
new home field! j 
/ 


|Sec 


‘Family Circle’ Raises 
tional Guarantees 

Family Circle, New York, has 
issued Sectional Rate Card No. 21, 
effective with the June, 1951, issue 
with new, higher net paid circula- 
tion guarantees for 15 of its 18 
sectional editions. The new sec- 
tional card supplements the na- 
tional grocery-distributed maga- 
zine’s previously announced Na- 
tional Rate Card No. 21, which in- 
creases the national guarantee to 
2,600,000 copies commencing with 


way—California, 320,000 ‘up 30,000); 
Safeway—Northwest, 160,000 ‘up  20,- 
000); Safeway—Mountain, 80,000 ‘down 
5,000); Safeway—Midwest, 350,000 (up 85,- 
000); Safeway—New York, 75,000 ‘up 15,- 
000) ; Safeway — Washington - Richmond, 
90,000 ‘up 20,000); Weingarten, 25,000 (no 
change), and Winn & Lovett, 70,000 ‘up 
10.000) 


Two Appoint Shappe-Wilkes 


Brujac_ Electronic Corp. and 
Claudia Gail Mail Order Jewelry 
have appointed Shappe-Wilkes, 
New York, to handle their adver- 
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Survey Records TV Habits in Pittsburgh 


PITTSBURGH, Feb. 6—Forty-one 
per cent of Allegheny County’s 
families now have television re- 
ceivers, according to a survey of 
1,762 representative homes made 
in the first three weeks of Janu- 
ary by Guide-Post Research here. 

The survey estimates there are 
170,000 homes in the county with 
TV sets, not including upwards of 


the June issue 


The 
30,000 
50,000 65.000 ‘up 15,000): Butt 
30,000 ‘up 5,000); Dixie Home, 35,000 ‘up 
15,000); First National, 275,000 ‘up 35,000); 


Grand Union, 


000); 


sectional guarantees: Albers, experimental 
‘no change); American, 340,000 (up $40,000-$50,000 to be used in busi- 
ness papers in the electronic engi- 
neering and allied fields, as well 
80,000 (up 15,000): Jewel, 2S Some small space in newspapers. 
65,000 (up 10,000); Kroger, 550,000 (up 50,. Claudia Gail will continue to use 
Red Owl, 65,000 ‘up 10,000); Safe- women’s magazines 


50,000 outlying homes which re- 
tising. The Brujac account has an ceive the Pittsburgh TV station 
budget of between programs. Half of the families with 
incomes over $5,000 a year have 
TV sets; 47% of the families earn- 
ing $3,500 to $5,000 have sets; 39% 
in the $2,500-$3,500 group, 
26% with incomes less than $2,500 


have sets, it reports. 


@ The survey found that of the 
TV set owners at home in the eve- 
ning, an average of 69% have their 
TV set turned on; 14% have a ra- 
dio set turned on, and 19% have 
neither turned on. Two per cent 
had both a radio and a TV set on 
Of the TV owners at home in 
the afternoon, 25% had their TV 
set on; 13% had a radio on, and 
62% had neither turned on, ac- 
cording to the report. A similar 
survey made six months ago found 
12% using TV in the afternoon; 
19% using radio, and 69% not 
using a radio or television set. 


How's your 


TOP RADIO, TY STARS WILL ENTERTAIN NFBA COURTESY OF CBS-HPL 


For the second straight year, headline 
personalities from cps radio and tele- 
vision will stage a huge variety show for 
members of the National Food Brokers’ 
Association and their friends at the 
annual banquet which climaxes their 
national convention, This year’s banquet 
will be held at the Palmer House, Chi- 
cago, February 19 

“The Housewives’ Protective League.” 
participating program broadeast locally 
by cBs stations in ten leading national 
markets, will again pick up the tab for 
this big-name production, in association 
with crs and Radio Sales, a crs division, 


The cus-upt show is being repeated by 
popular demand. Spectators and press 
alike termed last year’s show a high spot 
of the NPBA convention, 

Local net Direetors, and the markets 
covered by each, include the following 
Galen Drake, wens, New York City; 
John Trent, weav, Philadelphia; Mark 
Evans, wror, Washingten, and wrva, 
Richmond; 
neapolis; Paul Gibson (The Paul Gibson 
Show), weeu, Chicago; Lee Adams, 
Kwox. St. Louis: Paul West. Kimo, Seattle: 


Allen Gray, weco, Min- 


Lewis Martin, Kens, San Francisco; and 
Philip Norman. vx. Los Angeles. 
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Y&T Appoints Edwin Heimer 


Edwin J. Heimer has been 
named sales manager of the hand 
lift and motorized hand trucks 
made by the Philadelphia divi- 
sion of Yale & Towne Mfg. Co. 
He will succeed W. Glen Tipton, 
who after 23 years with the com- 
pany, is retiring, effective March 

Mr. Heimer was formerly a 
vice-president of Clapp & Poliak 
Inc., national exhibit manager. 


Transcription Makers Merge 
Allied Record Mfg. Co., Holly- 
wood, Cal., and K. R. Smith Co., 
New York, transcription manu- 
facturers, have consolidated their 
facilities in order to provide fuller 
and faster processing service, coast 
to coast, for the recording and 
transcription industry. K. R. Smith, 


president of K. R. Smith Co., will 
continue to head the New York 
plant, which will be known as the 
K. R. Smith division of Allied 
Record Mfg. Co. No changes are 
contemplated in the management 
and organization of the two plants. 


Names United Advertising 

C. S. Hammond & Co., maker of 
maps and atlases, has placed its 
advertising with United Adver- 
tising Agency, Newark, N. J. Trfade 
and consumer publications and di- 
rect mail will be used. 


Eschell to Gray & Rogers 

Howard E. Eschell, formerly in 
the advertising department of 
Sharp & Dohme, has joined the 
pharmaceutical division of Gray 
& Rogers, Philadelphia. 


Smith Appoints Isherwood 

George Isherwood, formerly 
sales engineer for Wood Conver- 
sion Co. in central Pennsylvania 
and before that a representative 
of F. W. Dodge Corp. in New York 
state, has been named as repre- 
sentative of Southern Power & In- 
dustry and Southern Hardware in 
New Jersey, eastern Pennsylvania 
and Maryland. Both are published 
by W.R.C. Smith Publishing Co., 
Atlanta. 


Miller Art to George Kahn 

Miller Art Inc., New York, has 
appointed the George N. Kahn 
Co., New York, to handle its ad- 
vertising on Magicreepers and 
Magic dresses for infants. Con- 
sumer, trade and direct mail pro- 
motion is planned 


‘Scientific American’ Study of Purchasing 
Shows Early Decisions Limit Buying Field 


New York, Feb. 6—Charles E 
Kane, advertising director of Sci- 
entific American, illustrated with 
graphs and slides the highlights 
of his paper's recent study of in- 
dustrial purchasing at yesterday's 
meeting of the Industrial Adver- 
tising Assn. of New York 

“Industrial purchasing, like pro- 
duction, selling and other impor- 
tant functions,” Mr. Kane said, “is 
conducted according to an orderly 
procedure, involving at each stage 
the group activity of appropriately 
qualified experts and specialists 

“To those charged with engineer- 


4 


ain of demand’? 


Customers. like generals. originate orders. And in selling just as in a soldier's 


chain of command. orders come through channels. A succes-ful sales effort 


embraces not only your customers. but your retailers. all your middlemen and 


your own salesmen—your whole chain of demand. Hf you are one of the 


hundreds of advertisers who have been selling on “The Housewives’ Protective 


League.” your chain of demand will pass anyone's inspection, Because 


the HPL is radio’. most sales-eflective participating program... 


each link to you. Uf you aren't already on the HPL, let the HPL Director 


right through 


in your area show you how he backs up his on-the-air action with hard-hitting 


merchandising services...how he pounds the local dealer-retailer beat 


selling your product... helps kindle sales enthusiasm with in-person appearances 


at manufacturer. wholesaler and dealer meetings... puts out a steady 


barrage of bulletins. posteards and brochures to retailers...makes available a 


wide variety of point-of-sale ammunition (such as counter cards. posters. 


and the HPL’ 


streamers and stickers). To put these merchandising weapon- 


own tremendous sales power—to work, just call the HPL Director nearest you, 


THE HOUSEWIVES’ PROTECTIVE LEAGUE 


“The Program that Sponsors the Product™ 


185 MADISON AVE 


NEW YORK CITY 


« COLL MBIA SY 


HoLLyWooD 


ing and research 
management delegates 
decisions regarding (1) 
distinguished from 
capital equipment, 
component 


functions, top 
the basic 
the kind, 
make, of 
materials or 
parts to be purchase’? 
and (2) the exact specifications to 
be met 

“These decisions, made early in 


as 


the purchasing procedure,” Mr. 
Kane emphasized, “severely limit 
the field of potential suppliers 


Thus, an original decision to use 
steel automatically eliminates from 
further consideration the many 
other kinds of materials which of- 
fer competitive characteristics 


e “On the average,” he said, “one 
purchase in four is made after 
consideration of only one or two 
makes or suppliers. If steel is 
selected, for example, the charac- 
teristics of the steel may be 
rigorously specified as to exclude 
all potential suppliers except the 
one or two whose products meet 
the specifications.” 

The study was made for Scien- 
tific American by Ross Federal Re- 
search Corp. (AA, Sept. 25, 50). 
A number of publishers in the 
business paper field, Mr. Kane 
said, using the Scientific 
American survey to document facts 
about the functional importanceof 
their readers 


so 


are 


Joyce Appoints Ricker 

Kepford Ricker has 
pointed merchandise manager of 
Joyce Inc., Pasadena, Cal. He will 
be in charge of product devel@p- 
ment and merchandising of b@th 
the men’s and women’s indoor @nd 
outdoor lines. Mr. Ricker igs a 
member of the board of direct@rs 
and executive committee of Joyge. 


been &p- 


Don Lee Promotes Ostby 

| Norman J. Ostby has béen 
| named director of station relati@ns 
of Don Lee Broadcasting Systém, 
Hollywood, replacing Pat Canip- 
bell, who has resigned. Mr Ostby 
has been with the network sifce 
September, 1949, as sales service 
manager and will continue in tliat 
post. 


Lewis Russell Joins F&S&R 

Lewis Russell, formerly adve@r- 
tising and sales promotion mana- 
ger of Culligan Zeolite Co. and of 
Mitchell Mfg. Co., has joined the 
Chicago office of Fuller & Smith 
& Ross as an account executive 


DRAFTED! 


Millions of consumers are, but your 


message can reach them when you 
advertise in the newspapers they 
read wherever they are. Use— 


Army Times & 
Air Force Times 


Masses of Circulation to Mosses of Troops 
3 USA 


3 editions Pacific 


COVER ARMY-AIR FORCE 
MARKET AT 1 LOW COST 


Evropear 


PREE—34.page data book with new facts on 
the growing moa 
Write 
Advertising 


rhet the military services 


for your copy todoy. Address neorest 


Office 


WEW YORK—41 £. 42nd St.—MU 7.5552 
CHICAGO—203 N. Wabash Avenve 
WASHINGTON, D. C.—3132 M Street W.W. 
PHILA —®. W. McCorney—MA 7.0887 
PACIFIC COAST—Geo. D. Close, Inc. 
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Upson Appoints Calver 

Upson Co., Lockport, N. Y., man- 
ufacturer of fibre wall panels, has 
announced changes in its advertis- 
ing and public relations depart- 
ment. Averill E. Calver, advertis- 
ing manager of Upson for the past 
ten years, has been appointed di- 
rector of advertising and public 
relations. Wallace D. Soderholm 
has been named to handle news 
copy and J. Douglas Swick has 
been appointed to assist in the 
preparation of layouts and copy. 


Alter Agency Formed 

Benne Alter has established Al- 
ter Advertising Agency with of- 
fices in the Safety Bldg., Rock 
Island, Ill. The agency will handle 
national accounts in all media. 


WANT MORE MAIL ORDERS? 


Let me write your letters, ads. campaigns, 
power-worded for RESULTS! Many years serv- 
ing clients throughout America. Submit your 
maill-selling problem for suggestions. No charge, 
no obligation 


ERNEST F. GARDNER ¢°,£cs" 34" s*- (7) 


$ 
Egg polishing... 


As every apple polisher knows, customers go for 
high gloss. Sheen sells more spinets, glasse Sy vac Ats. 
plumbing, air travel . . . works for the farmer, too. 

Robert Marshall, Tompkins County, N. ¥. scrubs 
eggs with an automatic washer which cleans fwve 


cases hourly. Clean eggs bring 6c per dozen more... 


Revlon Terminology 
Altered; Lipstick, 
Rouge Now ‘Match’ 


New York, Feb. 5—Revion 
Products last week faced up to the 
problem of coordinating rouges 
and lipstick, and drastically altered 
its terminology. 

For instance, Bachelor's Carna- 
tion, Raven Red, Ultra Violet and 
Sweet Talk will be called Blue 
Red #1. Fatal Apple is Blue Red 
#2, Scarlet Poppy becomes Golden 
Red, Tortoise Shell is Russet, 
Windsor is Pink, and Touch of 
Genius becomes Clear Red (Ed.: 
No political significance here). 

Revlon says that its customers, 
who became accustomed to match- 
ing lip and fingernail colors, now 
want a matching rouge shade. So 
Revlon is cutting out the old shade 
names for rouge. Besides, where 
lipstick has mass, rouge and cheek- 
stick are put on in a thin film, and 
“for that reason an identical match 


would be most difficult between 
lipstick and rouge and the minor 
differences between one shade or 
another within the basic shade 
ranges do not matter.” 


® So within the next few months, 
customers will get the rouge in the 
six groups, as stocks of rouges car- 
rying present names are exhausted. 

Apparently to show versatility, 
Revlon says that one of its groups, 
Blue Red =1, goes with the fol- 
lowing lipsticks (named in no 
particular order): Russian Sable, 
Raven Red, Rosy Future, Where’s 
the Fire?, Bachelor’s Carnation, 
Pink Lighting, Ultra Violet, Or- 
chids to You, Sweet Talk, and 
Snow Rose. 


NBC Promotes Flanigan 

Robert M. Flanigan, on the Chi- 
cago sales staff of National Broad- 
casting Co., has been promoted to 
manager of the Chicago national 
radio spot sales department. Mr. 
Flanigan succeeds Oliver Morton, 
who died Feb. 2. 


polishing pays the polisher $g an hour! 


Farming is a business... and good farmers 
go in for continuous product improvement, keep 
an eye on tomorrow’s markets, favor flexible 
production plans and marketing methods. . . 
concentrate on higher yield crops and herds, 


better 


, output 
cotlee makers, electric ranges, washing machines 
and ironers. With increased leisure she is more 
style conscious, chooses better home decorations, 


rugs, and furniture... is a new major market. 


Best business opportunity ... today is the 
Successrut FARMING audience, of the best farmer 


quality and quantity .. 


with cake mixers, automatic 


. more cyeys per 
chicken, more quarts per cow, more 


alfalfa per acre, higher hog profits, 
t maximum cash income per annum! 
Bs 4) ‘The farm homemaker is also 
Z 

(mer ce 
aC oe more mechanical appliances 
A= ic. I = € ns al apply ‘ 
fa E to save time and steps... 

| = ga] cial 

= obtains quicker and better 


toasters, 


business men in the US 


which more than a 


much of this major market— 


needs SUCCESSFUI 


backlog of savings, SI 


for the facts. 


lifting living standards. She uses 


million 


Advertising in general media misses 


FARMING for 
its powerful penetration, and its 
wide influence based on forty 
vears of service. With current 


production and prices, a decade's 


Advertising Age, February 12, 1951 


Outside Salesmen Average $5,400 a Year: 
Harvard Studies 92,000 Salesmen’s Incomes 


New York, Feb. 8—Today’s 
average outside salesman makes 
$5,400 a year, according to an 86- 
page report on a survey of sales- 
men’s compensation conducted 
jointly by the Harvard University 
Graduate School of Business Ad- 
ministration and National Sales 
Executives Inc. 

Represented in the survey are 
1,234 sales forces, 92,667 salesmen 
and 1,011 different companies. The 
report said more than 3,500,000 
persons are employed in various 
selling positions in the U. S. and 
that upward of 1,000,000 of these 
work as outside salesmen. 

The survey was designed to ob- 
tain comprehensive information on 
how outside salesmen are paid— 
by salary, commission, bonus, or 
a combination of two or more; 
how much income they get under 
these plans, and how their earn- 
ings are related to the nature of 


an hr! 


,200,000 families of 


are concentrated 


in the fifteen agricultural Heart States, with the 
best soil, largest investment in land, buildings, 
and machinery, highest vields and earnings 


easily 50°, above the national farm average. 


subscribers are the best 


class market in the world. Ask any SF oflice 


SuccessFULFARMING, Des Moines, New York, 
Chicago, Cleveland, Detroit, Atlanta, 
San Francisco, Los Angeles. 


their jobs. 


e Earnings of individual salesmen, 
the report said, range from less 
than $1,000 a year for parttime and 
trainee salesmen to as much as 
$75,000 annually. A number of 
sales forces were found to average 
less than $2,400 a year, while 44 
sales forces averaged better than 
$12,000. 

The findings indicate that men 
selling consumer products general- 
ly earn less than those who sell 
commercial and industrial goods 
Consumer salesmen average $5,000 
a year, industrial salesmen $6,200 
annually, and salesmen of intangi- 
bles and services average $5,400. 

Of the 1,234 sales forces in- 
cluded in the survey, more than 
half were paid in a combination of 
salary and some sort of additional 
incentive—“indicating a_ signif- 
icant trend away from the straight 
salary of the past.” Salesmen paid 
straight salaries averaged less than 
$5,000 while others averaged $5,- 
700. Most salesmen with extreme- 
ly high earnings were paid on a 
commission basis 


@ About 75% of salesmen’s earn- 


ings, on the average, was fixed 
income. The proportion of fixed 
income was high in salary and 


bonus plans and low in commission 
with guaranteed drawing account 
plans. Among compensation plans 
combining salary and commission, 
the fixed portion typically was be- 
tween 60% and 65%. 

One out of four sales managers, 
the report indicated, is actively 
dissatisfied with his company’s 
compensation plans and is seek- 
ing improvements. All types of 
plans are cause for dissatisfaction. 
One out of three managers dis- 
likes salary plans, and one out of 
five dislikes commission plans. A 
general conclusion of the report 
was that “no compensation plan 
represented a complete solution to 
the problem of paying salesmen 
adequately and fairly in all situa- 
tions.” 


@ Other findings of the survey 

Skilled salesmen with “highly 
creative sales assignments received 
higher earnings.” 

Salesmen paid commissions are 
inclined to change jobs more often 
than those receiving salaries, while 
combination plans fall in between 
with regard to turnover. 

Estimated turnover for all sales- 
men covered by the survey aver- 
aged between 9% and 10%. 

Of the salesmen included in the 
survey, 97° were covered by so- 
cial security in 1949. Almost 50% 
belonged to company employe pen- 
sion plans. 

The report, prepared by Harry 
R. Tosdal, professor of business 
administration, and Waller Carson 
Jr., instructor in business adminis- 
tration, both of the Harvard Grad- 
uate School, contains comprehen- 
sive tables on the major results of 
the survey and textual discussions 
of their significance. It is avail- 
able through National Sales Ex- 
ecutives, Hotel Shelton, New York, 
at $2 a copy. 


Lowers Small Space Rates 


Grocer’s Digest, St. Louis, has 
lowered its small display space ad 
rates. All advertising less than a 
half page will be charged on a col- 
umn basis, beginning with $14.49 
for a 12-time insertion, $15.45 for 
six times and $17.25 for a single in- 
sertion. All other rates remain the 
same. 


ABC Names Edward Smith 

American Broadcasting Co. has 
named Edward G. Smith, formerly 
director of radio and _ television 
production for General Mills, as 
manager of the network's newly 
created program sales department 
in Chicago, effective Feb. 15. 
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Agency's Ad Tells 
Why Partner Joins 
Food Price Office 


SEATTLE, Feb. 7—Irving E. 
Stimpson, partner in the Seattle 
agency of Frederick E. Baker & 
Associates, has been appointed food 
price specialist for the Economic 
Stabilization Administration’s re- 
gional office here. 

With the appointment, the agen- 
cy took 84-line space in Seattle 
dailies to report: 

“On the recommendation of rep- 
resentatives of the food industry 
and at the request of the Federal 
Economic Stabilization Agency, we 
have made available Irving E. 
Stimpson, a partner in the agency, 
on a leave-of-absence basis, to 
serve as food price specialist for 
Washington, Oregon and Idaho. 


e “It is our understanding with 
the federal government that Mr. 
Stimpson will be available for 
this important assignment for a 
period of not less than three nor 
more than six months. After or- 
ganizing the department and train- 
ing a successor, he will return to 
his normal duties some time with- 
in this period, unless national and 
world conditions necessitate other- 
wise. 

“During the period of his serv- 
ice in this capacity with the gov- 
ernment, it will be the policy of 
our advertising and consulting 
agency not to handle, as clients, 
any food business.” 

The regional administrator for 
ESA is Henry Owen, general man- 
ager, KING, Seattle. 


McCandlish Announces 
Annual Poster Contest 


McCandlish Lithograph Corp., 
Philadelphia, has announced the 
opening of the annual McCandlish 
poster contest, the McCandlish 
awards for 1951. The subject this 
year is any food product. Any 
American artist is eligible. Entries 
must be in 24-sheet poster propor- 
tions (length of sketch 2% times 
the height), and must reach the 
McCandlish corporation no later 
than 5 p.m., April 6, 1951. First 
prize is $1,000; second, $250, and 
third $100. 

The judges are: Leslie Beaton, 
art director of Cunningham & 
Walsh; George Oliva, director of 
advertising of National Biscuit 
Co.; Mark Seelen, vice-president 
and art director of Outdoor Adver- 
tising Inc.; Elwood Whitney, ex- 
ecutive vice-president of Foote, 
Cone & Belding, and Lawrence 
Wilbur, artist. 


Curran to Liebel-Flarsheim 

Vernon E. Curran, who has been 
sales promotion manager of Striet- 
mann Biscuit Co., Cincinnati, has 
been appointed advertising man- 
ager of the Liebel-Flarsheim Co., 
Cincinnati, manufacturer of X-ray 
equipment. 


a high- powered 
novel about 
public relations 
by JEREMY 

KIRK 


“Does for public relations what ‘The Huck- 


sters’ did for ing.” — Barkh 
Seturday Review of Literature Book Service 
At Bookstores Everywhere $3.00 


P BOYS 


Advertising Age, February 12, 1951 


Offers Directory Free 


Official Surveys Inc., 59 W. 36th. 


St., New York, subsidiary of Camp 
and School Assn., is offering 1,000 
free copies of the current “Official 
Camp & School Directory” of sum- 
mer camps and private schools of 
America as a marketing aid to ad- 
vertising and sales executives of 
companies whose products can be 
directed into the school and camp 
fields. Each school and camp is 
listed geographically, by state and 
in alphabetical order. The 448-page 
directory previously had been 
made available to companies at a 
charge of $10 per copy. 


A. C. Nielsen Lists New 1950 
Subscribers to Radio Index 
A. C. Nielsen Co., Chicago, added 


39 new subscribers to its radio and | 


television index services in 1950. 
Of the group, 18 are advertisers 
and 15 advertising agencies; the 
remainder are talent agencies, pro- 
gram producers and broadcasters. 
Among new NRI and NTI clients 
not previously announced are: 
Beech-Nut Packing Co.; Borden Co.; 
Bristol-Myers Co.; Chrysler Corp.; Elec- 


OUTDOOR EXPERTS—Among the agency guests at o cocktail party given in New York 

by Walker & Co., Detroit outdoor advertising compony, were (left to right) Fred J. 

Fitzgerald, manager of the outdoor department of Calkins & Holden, Carlock, Mc- 

Clinton & Smith; Daniel O'Grady, manager of outdoor medic, Batten, Barton, 

Durstine & Osborn; and Paul Merkle, outdoor manager of J. Walter Thompson Co. 
At righ? is William R. Hoskins, Walker's sales manager. 


Hormel & Co.; 
S. C. Johnson 


| trie Auto-Lite Co.; 
| Rubber Co.; B. F 


Firestone Tire & 
Goodrich Co.; Gulf 


Oil Corp.; George A 
Household Finance Corp.; 


31 
& Son; P. Lorillard & Co.; Macfadden 
Publications, Pepsi-Cola Co.; Peter Pauli 
Inc.; Pet Milk Sales Corp.; Radio Corp 


of America, and Speidei Corp. 
Calkins & Holden, Carlock, McClinton 


& Smith; Doherty, Clifford & Shenfield 
Roy 3S. Durstine Inc.; Gardner Advertis- 
ing Co.; Geyer, Newell & Ganger; Grant 


Advertising: Grey Advertising Agency; 


Joseph Katz Co.; Kudner Agency; Lake- 
Spiro-Shurman; J. M. Mathes Inc.; Max- 
on Inc.; C. L. Miller Co.; Robert W. Orr 
& Associates, and Price, Robinson & 


Frank. 


Liggett & Myers Boosts Bruff 

Lawrence W. Bruff has been 
appointed advertising manager of 
Liggett & Myers Tobacco Co., New 
York. He has been with the com- 
pany since 1948 assisting B. F. Few, 
newly elected president (AA, Feb. 
15), on L&M advertising. 


Merry-Go-Round Sets Drive 


Merry-Go-Round of Canada, 
Montreal, will launch a campaign 
this spring for Hidden Treasure 
brassieres. Trade publications, 
magazines and newspapers in Can- 
ada will be used. F. H. Hayhurst 
Co., Montreal, is the agency. 


revolution, 


BUILDING SUPPLY NEWS and its advertisers. 
BSN dealers have spent—are still spending— 


hundreds of 


merchants for all building products. They still sell 
lumber, but today they also sell more builders’ 
hardware than hardware dealers... Many 


sell more 


appliances than appliance stores. In ten short 
years their sales have increased nearly 300%. 
They‘re building products merchants now! 
BSN-trained dealers outsell all others—and 97% 
of the men who read BSN ore responsible for their 
organizations’ buying and selling policies. So we 
say, use the publication that will keep you in 


touch with the 


of the building industry —the readers of 


Like the “cracker-borrel” grocer, the lumber dealer 
too, has yielded to an dil-out merchandising 


sparked—in wide measure —by 


millions, to become “MAIN LINE” 


paint than paint stores...more 


Building 


5 South Wabash Ace. Chicago 3, Ulinois 


soundest, most prosperous branch 


the magazine that makes things happen. 


_BSN- YOUR MAIN LINE TO BIGGER BUILDING MATERIAL SALES 


a ra iad Mig er 


sont en 


Supply News 


FRR ARRReA 


AND PROFITS! 
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Cleveland Panel Shows 
Buying Habit Changes 


‘Press’ Tells Full-Year 

Grocery Buying of 500 
Families in the County 
Feb. 


has released 


CLEVE 6—The Cleve- 
land its third 
annual Cleveland Consumer Panel 
report, containing data on sales 
brand share of market, 
of purchase, brand loyalty, 
etc., for 26 basic grocery classifica- 


AND, 
Press 


volume 


place 


tions 

rhe current analysis covers the 
period for the 12 months from 
October, 1949, through September, 


1950. The first report covered a 
ilar period for 1947-48 and the 
econd for 1948-49 

Although refinements have been 
made in tabulating and reporting, 
the basic panel method is the same 
as in its beginning. Information in 


sin 


the reports is based on a consumer 
pane! of 500 families in Cuyahoga 
County, selected on a quota sample 


Five stratifying factors were 
establishing the quotas 
Geographic location; type of home; 
family size; race or nationality of 
family and economic level 
based on rental values. 


Dasis 


used in 


head, 


@ In addition to the basic 500 
pane! families, an additional 100 
families keep the required diary 
r@ports in case panel replacements 
afe necessary. The entire opera- 
tion is conducted by the bureau of 
bBsiness research, Cleveland Col- 
lége of Western Reserve Universi- 


ty. 


~_ - — 


The 112-page book contains 
charts showing a month-by-month 
record of family purchases under 
the following classifications: Bak- 
ing products, beverages, cereals, 
canned goods, spreads and short- 
enings, frozen foods and soaps. 

The greatest change in report- 
ing in the panel is the incorpora- 
tion of weight volume instead of 
unit volume for important parts of 
the soap. classification. These 
changes are handled in a supple- 
ment, and include toilet soap, 
packaged laundry soaps, detergents 
and bleaches. Tuna fish has been 
added as a new classification, and 
baby food has been discontinued 
because of the small sample 


s In each of the general classifi- 
cations are pages devoted to special 
groups of products. The soap prod- 
ucts grouping, for example, con- 
tains data on laundry bar soaps, 
scouring powders, household and 
paint cleaners, water softeners, etc. 

For each product in the body of 
the report, information is _ pro- 
vided on the number of units 
bought, month-by-month, the net 
number of families buying each 
month, stores in which the 
chases were made and the 
centage of total sales made 


per- 
by 


each brand in the commodity clas- | 


sification. 
Some 
data: 
Percentages of chain store sales, 
which in the last report accounted 
for slightly less than two-thirds of 


of the more interesting 


/ 


1, high buying 
power 


New England. 


Put your product up with the sales 
prosperous 


leaders in this 


“ORcEsTER'S WONDROUS TWINS 


th\in Automotive Sales 


In the 100,000 to 
250,000 population group* 


Worcester is right up front in all 
of these important high buying power 
categories — ample proof of its impor- 
tance as THE major market in Central 


é 2 
market + nce a 


b “~~ Caw 


through consistent advertising in the 


Worcester Telegram-Gazette, daily cir- 
culation in excess of 150,000—Sunday 


over 100,000. 


*Sales Management- 


-November 10, 1950 


GN 
2. intensive 
newspaper 
coverage 


TELEGRAM -GAZETTE 


‘WORCESTER, MASSACHUSETTS | 
GEORGE F BOOTH Publisher- 


ONEY, REGAN & SCHMITT, INC., NATIONAL REPRESENTATIVES 
OWNERS OF RADIO STATION WTAG and WTAG-FM 


pur- | 


Advertising Age, February 12, 1951 


CONVENTIONEERS—Discussing soap and glycerine problems are these four, who 
attended the 24th annual convention of the soap and glycerine industry (AA, Feb. 
5). Left to right: E. W. Wilson, vice-president, Armour & Co.; P. J. Stomberg, vice- 
president, A. C. Nielsen Co.; B. F. Flynn, Pacific Soap Co.; and Arthur R. Upgren, 
University of Minnesota professor and associate editor of the Minneapolis Star. 


the grocery volume in the county, 
were down from last year, prob- 
ably because of two fast-growing 
voluntary supermarket groups: 
Foodtown and Bi-Rite. Other vol- 
untary supermarket groups also 
have appeared in Cleveland (but 
are not recorded in the panel). 
These groups have caused a further 
decrease in the chain percentage 
of the over-all total for most of the 


classifications. A continued in- 
crease was shown in the “other 
grocers” percentage, which  in- 


cludes all of the voluntaries as well 
as the single-store independents. 

. . All purpose flour purchases 
continued downward. Gold Medal 
sold 45.2% of the total; Pillsbury 


phire was third with 17.8%. 
. . Aunt Jemima led the pan- 


jeake flour classification with 
43.3% of the sales, a very slight 
increase from 43.1% last report. 


Pillsbury was second with 26.3%, 
also up slightly from 25.2%. 

. . Bisquick led the biscuit mix 
group with 77.0% (71.3% on the 
last report). Pillsbury was second 
with 10.7%, a decline from the 
17.4% reported previously. Sap- 
phire, which accounted for 8.1% 
on the last report, climbed to 
10.4%. 


® Pie crust mixes lost about 20% 
in volume. Pillsbury, second last 
report with 29.6%, took over the 
top spot with 35.2%. Crustquick, 
in third position on the last report 
with 18.9%, took second place with 
22.3%. Flako, previous leader, with 
33.2%, dropped considerably to 
18.5% and third position in this re- 
port. 

. . . Betty Crocker led the cake 
mix field with 22.0% (12.2% last 
time). Duff dropped from 27.6% to 
19.2%. And Swansdown moved 
from second to third with 18.5% 
(17.8% on the last report). 

. . . White bread sales continued 
downward, off about 2,000 loaves 


for the 500 families. Ward's led 
with 20.9%, down from 22.2%. 


Other brands were well behind. 

| ... Coffee volume was down 
slightly. Eight O’Clock remained 
in the top spot with 17.3%, even 
with last report, but other brands 
dropped well behind. Four Roses 
went from 11.2% to 9.2%; Max- 
well House, from 9.0% to 8.2%; 
Hills Brothers, Chase & Sanborn 
and Beechnut wound up in sev- 
enth, tenth and twelfth positions, 
respectively, as against fifth, ninth 
and tenth positions, last report. 

. Instant coffee sales re- 
corded a small gain. Nescafe, al- 
though still away out in front, 
dropped from 79.6% to 73.0%. Next 
were George Washington (10.1%), 
Borden's (7.0% ) and Chase & San- 
born (6.0%). 


@ One of the most significant 
changes was in cold cereals. With 
over-all volume dropping, Kel- 


logg’s share of the market fell 
from 36.2% to 31.0%; General 
Mills dropped from 28.2% to 


27.6%, and Quaker was in fourth 
spot with 8.7%, down from 11.9%. 

Post's cereals, however, re- 
corded a strong gain, taking over 
third place with 13.8%, up from 
last report of 8.7%. National Bis- 


|was second with 18.5% and Sap-| went 
| 


| 
| 
| 
| 
| 


cuit showed a slight increase, from 

7% to 5.6%. In the all other 
brands classification, the figure 
took a significant jump—from 
0.4% to 3.0%, or 750%. 

Biggest single seller was Gen- 
eral Mills’ Cheerios, with 13.8%; 
second was Kellogg’s corn flakes 
with 11.6%, and Kellogg's Rice 
Krispies was third with 9.7% 
Wheaties stayed in fourth place 
with 8.1% of the packaged sales 

Among hot cereals, Quaker 
Mother's Oats accounted for 39.3% 
of packages bought. This was 
down a little from 41% the year 
before. The only real competitor, 
Cream of Wheat, gained a bit, from 
13.2% to 14.5%. Instant Ralston 
from fourth to third place 
(up from 3.9% to 4.3%), moving 
ahead of Clapp’s (down from 5.8% 
to 4.2% of total packaged sales). 


e Butter registered a small drop 


in the number of pounds pur- 
chased. Golden Roll led with 
28.4%, up from 28.0%. Land 
O'Lakes was second with 11.3%, 
down from 16.2%. 

. .. Margarine showed a slight 


gain, with the increase larger than 
butter’s loss. Swift’s Allsweet, 
still out in front by a large mar- 
gin, dropped from 42.2% to 36.9%. 
Taking over second place from 
Blue Bonnet (which dropped to 
fifth, 74%) was Durkee’s, regist- 
ering 9.4%, over last report’s 3.3%, 
and tied with Fisher’s Luncheon 
spread, 9.4%, up from 8.5%. Par- 
kay was fourth with 8.0%, over 
last report of 7.4%. 

. .. Shortening sales were up, 
with Crisco, Spry and Swiftning 
accounting for 80.2% of the pur- 
chases. The standings: Crisco, 
37.8%, (down considerably from 
its last report of 46.4%); Spry 
gained from 23.9% to 27.6%, and 
Swiftning was up from 8.0% to 
14.8%. 


e In frozen fruit juices, carried 
separately for the first time in the 
current report, comparison figures 
are not available. Percentagewise, 
however, Snow Crop led the field 
with 34.6% of the purchases 
Birds Eye and Minute Maid fol- 
lowed, with 19.7% and 14.3%. 

... Ivory (23.0%), Sweetheart 
(19.8%), Palmolive (11.4%), Lux 
(9.7%) and Camay (8.7%) led the 
toilet soap roster, in the same or- 
der and with similar percentages 
as in the last report. 

In the non-personal soap clas- 


sifications, only the detergents 
showed a gain. Greatest losers 
| (last year also) were packaged 
laundry soaps, which are, how- 


ever, still substantially ahead of 
the detergents. 

Packaged soap leaders: Oxydol 
18.0%; Rinso, 15.9%; Duz, 13.9% 


(10.7% last report); Quick Arrow, | 


11.0%, and Ivory Flakes, 7.1% 
Detergent leaders: Tide, 47.3% 
(42.0% last report); Surf, 16.3% 
(6.7% last report); Dreft, 11.5% 
(85% last report); Vel, 88% 
(11.5% last report), and Fab, 7.8% 


Wolfson Opens Own Agency 

Marty Wolfson, Pittsburgh artist, 
has opened his own office, Marty 
Wolfson Advertising-Art Service, 
at 524 Penn Ave., Pittsburgh. 


WAVZ Quits NAB 
Because It Didn't 
Join in Lorain Case 


New Haven, Conn., Feb. 7—Ex- 
pressing particular concern that 
the National Assn. of Broadcasters 
“did not see fit to take an aggres- 
sive stand in the Lorain, O., case 

|}in which a newspaper was using 
}unfair methods of competition 
| against a radio station,” WAVZ has 
resigned from the trade group. 

| The station’s reason for with- 
drawing from the association was 
pointed out in a letter from Daniel 
W. Kops, WAVZ vice-president 
| and general manager, who said: 

“We wrote to Judge Miller 
| [NAB president] at the time sug- 
gesting the NAB be as vigorous in 
defense of the radio station as the 
American Newspaper Publishers 
Assn. was on behalf of the news- 
paper. We were subsequently ad- 
vised that the board of directors 
did not see fit to pursue this 
policy.” 

Required by court order to ac- 
cept advertising from _ retailers 
using radio, the Lorain Journal has 
asked for a ruling on whether it 
must accept ads publicizing a par- 
ticular radio show (AA, Feb. 5). 


Associated Products Names 
Gould Vice-President 

Bernard Gould has been named 
vice-president of Associated Prod- 
Inc., 


Chicago, manufacturer 
of 5 Day deodor- 
ant pads and 
the new owner 
of Reiss-Premier 
Corp. and Kauf- 
mann Bros. & 
Bondy, makers of 
Kaywoodie and 
Yello-Bole pipes 
(AA, Jan. 8). He 
will assist Mor- 
| ris L. Levinson, 
president of As- 
Bernard Gould sociated, with the 

sales and mer- 
chandising of the products of all 
companies, together with Bernard 
| Martin, sales manager of Kay- 
woodie and Yello-Bole, and How- 
ard Round, sales manager of 5 
| Day deodorant pads. 
| For the past two years, Mr. 
|Gould was director of sales in 
charge of all sales and promotion- 
al activities and market research 
of Toni Co. 


ucts 


| 


Bray Joins Sweet Agency 

Jack W. Bray, formerly vice- 
president in charge of sales of 
Pierce’s Proprietaries, Buffalo, N. 
Y., has joined G. F. Sweet & Co., 
Hartford agency, as account execu- 
tive and counsel on sales and mer- 
chandising. 


The Solar 
House Goes 
To College 


@ Read what builders are doing 
to capture and store the sun's 
heat energy ... see the reveal- 
ing Massachusetts Institute of 
Technology report on their cam- 


pus test house. Starts on Page 


“PRACTICAL 
\ BUILDER” 


5 South Wabesh Ave., Chicoge 3 
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To demonstrate some of the unexplored illustrative possibilities of fingerpainting, a sensitive and subtle medium, Cliffe E:tel 


- 


executed this interpretation of the creation of life. It is modern, abstract, and apparently remote from problems of practical 


j illustration. But it does illustrate qualities of fingerpainting technique that could be commercially exploited. Here at C M & H we 


welcome pace-setting novelties in commercial illustration. They help to keep us on our toes in our bread-and-butter job of 


©) 
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elivering, day after day, the finest engravings to appear in America’s national magazines 


COLLINS, MILLER & HUTCHINGS, INC. 


America’s Finest Photoengraving Plant 
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Baskerville Joins WFMY-TV 


William S. Baskerville Jr., for- 
merly commercial manager of 
WSPB, Sarasota, Fla., has joined 
the sales staff of WFMY-TV, 
Greensboro, N. C. 


Metcalie Named V. P. 


Watson B. Metcalfe, account ex- 
ecutive of Kircher, Helton & Col- 
lett, Dayton agency, has been 
named a vice-president. 


Mint Julep, Suh? 


Lown in the South the old mule 

A) is fast becoming legend, and 
grandmaw, puffing her corn- 

cob, is losing out to grandpaw, 
smoking Chesterfields. Prosper- 

ity is sweeping across the South- 


land and living standards are ris- 
ing fast. SOUTHERN FARMER 
gives you this lush market ata 
lower cost-per-thousand than any other 
farm publication. Letterhead brings facts. 


SOUTHERN FARMER 


737 N. Michigan Ave., Chicago 11, Ill. 


| White Sewing Machines’ Budget Doubled: 


Seven ‘Woman's Day’ Editions List Dealers 


CLEVELAND, Feb. 6—White Sew- 
ing Machine Corp., more than 
doubling its first-half advertising 
budget over §he comparable 1950 
period, will uSe nine magazines as 
against five a year ago. 

White also will expand news- 
paper copy, run cooperatively with 
department stores. 

Four-colors pages will run in 
magazines, including Parents’ 
Magazine, True Story, Woman’s 
Day and the spring edition of 
Simplicity Pattern Book, all new 
on the schedule. Other publications 
used are Better Homes & Gardens, 
Good Housekeeping, Ladies’ Home 
Journal, Seventeen and Woman's 
Home Companion. 


8 In Woman’s Day, White will use 


a full-color page with a facing 
page listing department store 
dealers. Each of the magazine’s 


seven regional editions will carry 


a separate dealer list, the first time 
Woman’s Day has carried adver- 
tising this way. Copy will stress 
“White Magic” sewing instruction 
available at the outlets. Merchan- 
dising kits, with suggested news- 
paper ads, bulletins, etc., will be 
sent monthly to the stores. 

White has announced (AA, Feb. 
5) that Batten, Barton, Durstine 
& Osborn will handle White sew- 
ing machine advertising after 
July 1. Fuller & Smith & Ross, 
now handling the account, will 
continue to handle Domestic Sew- 
ing Machine Co., a White subsid- 
ary. 


Flint Ink Opens NY Office 


Howard Flint Ink Co., Detroit, 
manufacturer of printing and 
lithographic inks, has opened a 
New York office at 92 Liberty St. 
G. A. Miller 
supervisor of the office. 


IS EVERYBODY HAPPY?—Yes, everybody seems mighty happy as they celebrate 

renewal of “The Show Goes On” over the CBS-TV network. Left to right are Louis 

Hausman, vice-president in charge of promotion, Columbia Broadcasting System; 

Milton Dammann, chairman of the board, American Safety Razor Corp., sponsor; 

Robert Q. Lewis, star of the show; and Victor Strite, vice-president in charge of sales 
for the razor corporation. McCann-Erickson, New York, produces the show. 


Two Appoint Watson 


has been named has been named representative of 
Sports Age and Elks Magazine. 


Kohler-McLister Sets 


Ray C. Watson Co., Los Angeles, ‘ r 
Spring Drive for 


Colorizer Paints 


Denver, Feb. 6—Kohler-McLister 
Paint Co. has announced its spring 
advertising program for its com- 
plete- line of Kormac Colorizer 
paints, with full-page and _ half- 
page color ads scheduled to ap- 
pear in American Home, Better 
Homes & Gardens, House Beauti- 
ful, House & Garden and Living for 
Young Homemakers, from March 
through June. 

Ad copy will stress the wide 
range of colors—more than 1,300 
—offered by Kormac. Illustrations 
will be Kodachrome room pictures. 
A coupon in the ad offers a book- 
let on decorating for 10¢. 

Other promotional items in the 
campaign include a counter book 
for paint dealers, il.ustrating every 
room in the home, plus a 21-min- 
ute full-color motion picture that 
can be shown to architects, decora- 
tors, paint dealers, women’s clubs, 


etc. 

Arthur G. Rippey & Co. here 
handles the account 
Gross Tries Test Drive 

John Gross & Co., Baltimore, 


sole U. S. importer of Maclachlans 
Eight Bottle whisky, never before 
advertising in this country, con- 
ducted a newspaper test cam- 
paign in New York and Washing- 
ton the week of Feb. 5. Elliott 
Nonas Advertising, New York, is 
handling the account. 


Appoints Aitkin-Kynett 


Globe Hoist Co., Philadelphia, 
manufacturer of hydraulic and 
electric lifts for automotive use 


and for materials handling, has 
named Aitkin-Kynett Co., Phila- 
delphia, to handle its advertising. 


Joins Meldrum & Fewsmith 

Perry B. Johns has joined the 
creative staff of Meldrum & Few- 
smith, Cleveland agency. 


Agency Opens NY Office 
Bennett, Walther & Menadier, 


——— 


... THE 
INSIDE STORY 
OF THE 

"FLYING DISCS"... 


People say that they've seen flying discs. 


They say they're bright shiny metal, 
90 feet in diameter, and travel at in- 
credible speeds. Reports about them al- 
ways seem to make page one. 


Another kind of “flying disc” that never 
rates a headline is made of black wax. 
It's about 16 inches in diameter, and it, 
too, flies at incredible speeds 


We're speaking of radio transcriptions 
that fly by Air Express. 

They don’t get page-one mentions be- 
cause, by now, the idea of flying discs to 
the various stations is commonplace to 
The time they save 
permits them to keep their recorded 
broadcasts right up to the minute. 


the radio industry 


But, you don’t have to be in radio to 
profit from the regular use of Air Express. 
Here are unique advantages which any 
business can enjoy: 

IT’S FASTEST — Air Express gives the 
fastest, most complete door-to-door pick 
up and delivery service in all cities and 
principal towns, at no extra cost. 

IT’S MORE CONVENIENT—One call to 
Air Express Division, Railway Express 
Agency, does it all. 


2 


Abparcpeeeraee: 


IT’S DEPENDABLE — Air Express pro- 
vides one-carrier responsibility all the 
way and gets a receipt upon delivery. 

IT’S PROFITABLE—Air Express expands 
profit-making opportunities in distribu- 
tion and merchandising 

Like to know more? Call your local 
Air Express Division of Railway Express 
Agency 


“SAR ORES. 


GETS THERE FIRST 


Boston agency, has opened a New 
York office at 30 E. 60th St. 


The New COURIER 


REACHES OVER 


1,500,000 necroes 


| Now Adds New 4-Color Comics 
Plus Exciting Magazine Insert 
For Even Greater Impact On 
Rich 15 Billion Dollar Market 


. the Courier leads in the Negro field be- 
| Cause it has never stopped growing Never 
| stopped bringing new, exciting, significant ad- 
| ditions to its readers. Its constantly expanding 
| mews coverage, widely diversified stories, fea- 
tures, articles have made it America’s outstand- 
And now, to even better 


ing Negro newspaper 
strengthen its grasp on the Negro market, the 
Courter has added 2 great new features to its 
interest-crowded pages. A new 8-page, 4-color 
comic section and exciting new magazine sup- 
plement will not only broaden its scope of 
reader interest, but will capture an even larger 
audience for the paper that sells the cream of 
the wealthy 15-billion dollar Negro market. Yes, 
the Courier leads because it’s gea to lead— 
and sell—for you—if vou join its large list of na- 


tional advertisers today! For full details write: 


INTERSTATE UNITED NEWSPAPERS 
S45 Fifth Ave., New York 
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-oets to the 
heart of America 


Your grocer will tell you that one of the impor- 
tant recent trends in his business has been the 
increase in “couple” shopping. 

He'll also tell you how happy he is about it. 
For couples spend more than women or men 
shopping alone. And high-margin “extras” sell 
better when the husband is along. 


As both buying and brand selection become 
more and more of a family affair, advertising 
in the Post increases. Last year, for example, 
the Post gained more in advertising linage than 
any other magazine. When the family must be 


reached and sold—whether it be food, autos, 
or appliances—the Post is the obvious choice. 


The reason is clear. Over the years the Post 
has become more than a welcome salesman to 
the family. It has become a friend to be listened 
to, kelieved, trusted—a friend of all the family, 
read by 95% of the husbands, 92% of the 
wives and 88% of the children ten years of 
age or over in the millions of Post households. 


No other magazine so effectively reaches the 
right families in the right way. The Post gets to 
the heart of America. 


ae ty = a 


A comprehensive survey of weekly 
magazine reading reveals that: 


1, Readers spend more time with the Post 
2. Readers return more often to the Post 
3. Readers believe the Post is more reliable 


4, Readers have more confidence in products 
advertised in the Post 


5. Readers pay more attention to advertising 
in the Post 
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768,367 


Retail Food Linage Metropolitan 
New York Newspapers 
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Volume buying makes Journal-American 


families the first choice of 


New York food advertisers 


ey HERE is no surer proof of a newspaper's 
selling power in the home and among women 
than the decree in which food advertisers use it. 


Dependent on quick stock-turn for a_ profit 


food advertisers must have complete, thorough . 


coverage of the home market... as does any 
advertiser interested in volume sales. For the 
wellspring of all consumer demand is the home. 


During 1950 and for the eighth consecutive year. 
New York retail food advertisers used more 
advertising in the Journal-American than in the 
other two evening papers combined...more than 
in all the four morning papers combined. And 


the Journal-American carried more total food ad- 
vertising than any other New York newspaper. 


Unquestionably, the best food customers in 
New York are Journal-American families. First 
there are more of them ... 42 of every 100 people 
who read a metropolitan evening paper read 
the Journal-American. Second, they have an 
effective buying income of over 4 billion dollars 
of which 600 million is budgeted for food. Third, 
they are reached in the home at a time when 
they are most receptive to your sales suggestions. 


It is an ideal combination for food merchants... 
and all advertisers who want a volume-buying 
audience. 
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Blair-TV Appoints Spight 
Lindsey Spight, for nearly 1 
years vice-president and San Fran- 
cisco manager of John Blair & Co., 
national representative of radio 
stations, has been named vice- 
president and manager of the San 
Francisco office of Blair-TV Inc. 
Blair-TV also has announced the} 
opening of a regional office in 
the 1306 Barnett Bank Bldg., Jack- 
sonville, Fla., with Harry E. Cum- 

mings aS manager 


Sorg Paper Appoints Two 

Richard R. Wilhelm has been 
named sales representative of Sorg 
Paper Co., Middletown, O., in the 
southeastern territory He will 
make his headquarters in Atlanta 
Walter T. Baum, formerly with 
Wausau Paper Mills Co., has been 
appointed to represent Sorg in the 
territory north and west of Chi- 
cago. He will make his headquar- 
ters in the Chicago office. 


D-F-S Makes Loomis a V. P. 

David Loomis, an account ex- 
ecutive with Dancer-Fitzgerald- 
Sample, has been appointed a vice- 
president of the agency 


Product News and 


Information is 
More Vital Now 
than ever! 


Producers converting for de- 
fense or war production have 
am urgent need for up-to-the- 
minute information on equip- 
Ment, parts and materials. 


Producers continuing with 
their regular lines are and will 
increasingly be compelled to 
search for new sources of sup- 
ply for equipment as well as 
for substitute parts and = ma- 
terials. 


and buyers for 
larger, more active plants in 


both groups mentioned above | 


Specitiers 


will more than ever be check- 
ing current issues of Industrial | 


Equipment News, industry’s | 
original and most complete 
product information service, in 
search of their current product 


needs. 


You 


ute news and information about 


can spot up-to-the-min- 


the products in your line be- 
fore this active specifier and 
buyer group at a cost of only 
$125 to 135 a month. 


Details? Write for a copy of | 
The TEN Plan. 


Thomas Publishing Company 
461 Eighth Avenue, New York 1, N. Y. 


BRANCH OFFICES~ BOSTON - CHICAGO 
CLEVELAND DETROIT INDIANAPOLIS 
LOS ANGELES - PHILADELPHIA - PITTSBURGH 


Advertising Age, 


February 12, 1951 


Advertising Volume Figures for January Issues of Business Papers Business Paper Ad 


These figures are an exclusive compilation by Industrial Marketing and must not be quoted or repro- 
duced without written permission. Unless otherwise noted, all publications are monthlies and have stand- 


ard 7x10” page. 


INDUSTRIAL GROUP 
Aero Digest ......... 
American Aviation (bi-w.) 
American Builder 
American City ...... 
American Dyestuff Reporter 
American Machinist (bi-w.) 
American Printer 
Analytical Chemistry . 
Architectural Record 
Arts & Architecture .. 


Automotive Industries (semi- 


mo.) 
Aviation Age 
Aviation Week 
Bakers’ Helper (bi- w.) 
Bedding 
Better Roads 
Boxboard Containers 
Brewers’ Digest .. 
Brick & Clay Record 
Bus Transportation 
Butane-Propane News 
(4) 2x62) ..... 
Butter, Cheese & Milk 
Products Journal 
Canner (w.) . 
Ceramic Industry . 
Chemical & Engineering 
News (w.) ... 
Chemical Engineering 
Chemical Industries Week 
Chemical Processing 
Civil Engineering 
Coal Age = 
Coal Mining ...... 


Commercial Car Journal 


Construction Digest (bi-w.) 

Construction Equipmest 

Construction Methods & 
Equipment 

Construction News Somity 

Constructioneer 

Constructor 

Contractors & Engineers 
Monthly keene 

Dairy Record 

Design News 

Diesel Progress (9x12) 

Distribution Age 

Drilling 


Drug & Cosmetic Industry 5 


Electric Light & Power . 

Electrical Engineering 

Electrical Construction & 
Maintenance 

Electrical South 

Electrical West : 

Electrical World (w.) 

Electronics 

Engineering & Mining 
Journal 

—s ‘News- Record 
(w) 

Excavating Engineer 

Factory Management & 
Maintenance 

Fire Engineering 

Fleet Owner .. 

Food Industries 

Food Packer . 

Food Processing 

Foundry ..... 


Gas Age (bi-w.) ‘ 

Heating & Ventilating 

Heating, Piping & Air 
Condtiioning 

Ice Cream Review 

Industrial & Engineering 
Chemistry . 

Industrial Finishing 
(49x62). 

Industry & Power 

Inland Printer 

Interiors 

Iron Age (w.) 

Lumberman 

| Machine Design 

Machine & Too! Blue Book 
(4) 2x62) 


Pages Pages 
1951 1950 1951 1 
43 40 Machinery . gene 8264 225 
*39 *38 Magazine of Building . anehin 171 140 
62 110 Manufacturers Record *28 *32 
124 108 Marine Engineering & 
60 Shipping Review 64 61 
§*392 Mass Transportation 27 23 
30 Materials & Methods ... 118 102 
37 33 Mechanical Engineering . 99 99 
161 131 Mechanization 84 76! 
15 21) Metal Finishing *68 *65 
Metal Progress 109 87 
193 148 Milk Dealer ; 485 77 
*36 *42, Mill & Factory *196 *191 
4*155 *123 | Mining Engineering 15 8 
137 139 | Modern Machine Shop 
(4ax62) ...... 248 200 
30 | Modern Packaging . : *119 *123 
46 | Modern Plastics .... *118 *186 
38 | Modern Railroads cameras 78 57 
§*53 §°41 | National Petroleum News 
86 94 GED sscancccereees 9 
National Provisioner (w.) 14 120 


1 *76 National Safety News 50 42 


Oil & Gas Journal (w.) *§*490 §*463 
36 Operating Engineer ns 43 38 
“58 §*81 Organic Finishing ........ ll 9 
3°99 §*98 Pacific Builder & Engineer . *78 *76 
Packaging Parade (9%9x12) 55 55 
169 133) Paper Industry ....... 59 60 
*267 *244 Paper Mill News (w.) 18°98 §*87 
g1 91 | Paper Trade Journal (w.) **120 *101 
136 104 | Petroleum Engineer . *155 *142 
47 35 Petroleum Processing 7 43 40 
137 114 | Petroleum Refiner . *132 "121 
21 25 Pitt & Quarry ... ‘ §*175 §*163 
145 Plant Engineering 71 42 
= “8 oe eeawks mR P 
OWET . nw cccecs ° ° 
| Power Engineering 62 62 
*103 *90 | Practical Builder . , §126 §95 
72 56 | Printing Magazine 61 6 
17136 *111/ Product Engineering .... *237 *193 
1 47 | Production Engineering & 
Management ... 119 89 
55 56 | Products Finishing 
70 68| (4Yex6Ve) ......... 65 6 
124 113 | Progressive Architecture 91 108 
a9 38 | Purchasing . *195 *163 
48 48 | Quick Frozen Foods & the 
*60 *49 Locker Plant 60 59 
*83 *94 | Railway Age (w.) .... 236 243 
76 76 | Railway Engineering & 
*50 *40 Maintenance ... 43 45 
Railway Mechanical & 
*105 101 Electrical Engineer ° 63 66 
47 47 | Railway Purchases & Stores 135 151 
Railway Signaling 
315 §*313 Communications 31 2 
*215 172| Roads & Streets *69 *6 
Rock Products §*130 §*135 
110 105 | Sewage and Industrial 
Waste Engineering 19 15 
1% 306 *256 | Southern Lumber Journal *69 *65 
% 31 Southern Lumberman . *135 *138 
Southern Power & veered 62 
*209 *173/ Steel (w.) .. §*529 9*445 
44 44 | Supervision 5 
94 100 | Telephone Engineer 
*108 *110 (semi-mo. ) $1 *83 
*30 *53 Telephony (w.) §*105 *105 
43° Textile Industries 145 125 
*150 | Textile World . 185 178 
#45 | Timberman "144 *125 
71 70 | Tool & Die Journal 
66 67 (Sx7¥e) . 100 99 
Tool Engineer . 70 61 
212 204 Traffic World (w.) 115 97 
65 65 | Utilization .. ° 20 
Water & Sewage Works 49 41 
93 97 Water Works Engineering 51 45 
Welding Engineer .... *41 *38 
*78 *70 Western Canner and Packer #35 *46 
91 106 Western Construction §*89 §*76 
a9 50 Western Industry §*47 §*32 
Wood Worker *64 *65 
§*539 en an 
*93 (4) 2x6'2 25 183 
#133 World Oil *170 *143 
World Petroleum 47 a 
136 *145 Total 16,414 15,084 


Filmack Offers You 


America’s Lowest Cost 
Wade to Order 


TV FILM 
COMMERCIALS 


Here’s how FILMACK serves you faster! 
Our large staff and extensive facilities are geared 
to do fine quality work at top speed. 


Here’s how FILMACK saves you money! 
We do all of our own typesetting, artwork, pho- 
tography, special effects, voice recording, music 
and laboratory work. 

Through 32 years of specialized low cost movie- 
making we've learned to deliver high quality 
inexpensively and to pass the savings on to you. 


Let us quote on your job today! 


One minute TV commercial with audio as low 
as $150.00. 


Sead us your script on idea 


FILMACK 


1335 S. Wabash Ave. « Chicago 
Telephone HA 7-3395 


PRODUCT NEWS GROUP 


1951 


Volume figures for product news 


publications are reported 

(approx. 344x444”) . 

Electrical Equipmert ...... 

Industrial Equipment News 

Industrial Maintenance 

New Equipment Digest 

Plastics World . 

Product Design & Develop- 
ment ..... 

Transportation Supply News 
Total 1/9 page units 


TRADE GROUP 


Air Conditioning & Refrigera- 


tion News (w.) (11'/2*16) 
American Artisan 
American Druggist 
American Lumberman & 
Building Products Mer- 
chandiser (bi-w.) .. 
Boot & Shoe Recorder 
(semi-mo.) . 
Building Supply News 
Chain Store Age— 
Administration Edition 
Combinations 
Druggist Editions 
General Merchandise— 
Variety Store Editions 
Grocery Editions 
Domestic Engineer: 
Department Store Economist 
Electrical Dealer 
Electrical Merchandising 
(9x12) 
Electrical Wholesaling .... 
Farm Equipment Retailing . 
Farm Implement News 
(semi-mo. ) 
Florists’ Review (w.) 
Fueloit & Oil Heat 
Geyer's Topics 
Glass Digest ..... 
Hardware Age (bi-w.) 
Hatchery & Feed 
Hosiery & Underwear Review 
Hosiery Industry Weekly 
Hosiery Merchandising 
Implement & Tractor 
(bi-w.) ° 
Implement Record . 
Industrial Distribution 
Jewelers’ Circular-Keystone 
Leather & Shoes (w.) . 
Lingeries Merchandising . 
Liquor Store & Dispenser 
Motor . 
Motor Age ae 
Motor Service (4! 4x6’) 
NJ (National Jeweler) 
(5) @x739) 
National Bottlers’ Gazette 
Office Appliances . 
Photographic Trade News 
Plumbing & Heating Business 
Plumbing & Heating Journal 
Plumbing & Keating 
Wholesaler. 
Poultry Supply Dealer 
Progressive Grocer 
(4) 4x7'4) 
Sheet Metal Worker 
Southern Automotive Journal 
Southern Hardware 
Sporting Goods Dealer 
Sports Age .. 
Super Market Merchandising 
Variety er 
(455x65 
Wood a & Build- 
ing Materialist 


Total 


CLASS GROUP 

Advertising Age (w.) 
(103414) tania 

American Funeral Director 

American Hairdresser . 

American Restaurant 

Banking (7x10 3/16) .... 

Billboard (10'4x1534) (w.) 

Chain Store Age— 
Fountain Restaurant 

Combinations 

Cleaning & Laundry World 

Dental Survey , 

Fountain Service 

Hospital Management 

Hotel Management 

Hotel Monthly 

Hotel World-Review (w.) 
(9'qxl4) . 

Industrial Marketing 

Proceedings of the I. R. E 

Journal of the American 
Medical Association (w.) 

Laundry Age . 

Medical Economics 
(4'4x6%4) .. 

Modern Beauty Shop 

Modern Medicine (semi-mo.) 
(4%4x6%4) 

Nation's Schools 

Oral Hygiene 
(4 5/16x7 3/16) . 

Restaurant Management 

Scholastic Coach 

School Executive— 
School Equipment News 

School & College 
Management (9'/9x113,) 

What's New in Home 
Economics 


Total 


EXPORT GROUP 
American Automobile 
(overseas edition) 
American Exporter 
(2 editions) 


| American Exporter Industrial 


(2 editions) 
Automovil Americano 
Caminos y Calles 
Embottellader tqeertenty , 


| Farmaceutico 


Hacienda (2 editions) 
Hospital 
Ingenieria Internacional 
Construccion 
Ingenieria Internacional 
Industria .. ‘ 
McGraw-Hill Digest. 
Petroleo Interamericano 
Pharmacy International 
Revista Aerea 
Lantinoamericana 


vg 
. not standard 7x10” pages. 
286 309 


information, PETS rose 4.4% 


Linage up 4.4% Over 
January Last Year 


1950 | Cuicaco, Feb. 6—January adver- 
tising volume in 258 business pa- 
for the sharpest 
several years. This 
was an increase of 1,168 pages 
655 over the January, °50 total of 26,- 
= 615, according to the monthly tab- 
162| ulation made by Industrial Mar- 
185 keting. 
42 The 152 industrial papers re- 
1,935 porting were up 88% in Janu- 
ary, a gain of 1,330 pages. The 28 
class publications gained 1.8%, or 
*52,40 pages, while the seven prod- 
124| uct news publications were up 199 
| one-ninth-page units, or 10.3%. 


units increase in 


gw Trade publications, 53 report- 
5324 | ing, showed a loss in January of 
| 6.4%, or 392 pages (due in large 
part to one publication’s large 


*16 : ss : 
108| special issue being switched to 
124 | February), and the 18 export pub- 
g4|lications, almost holding their 
= own, were off 0.7%, or nine pages. 
37 MONTH OF JANUARY 
Classification Pages Pages 
3 1951 
66 | Industrial 16,414 084 
51} Product News *2,134 = *1,935 
" rade 5,718 6.110 
132 | Class 2.273 2.233 
§*398 | Export 244 1,253 
4 *Figures are for one-ninth-page “standard units.” 
31 
*291) ages 
75 | 1951 1950 
23! Revista Rotaria’ ..... 5 7 
$103 | Spanish Oral Hygiene 
846 | "(4 5/16x7 3/16) 37 36 
#157 Textiles Panamericanos 52 50 
We <sse0% 1,244 1,253 
151 


149 | SIncludes a special issue 

#79 | *Includes classified advertising 

123 7x10 units, sold as pages. 

33 Does not inclide advertising in special Western 


133 Section. 
§120 | Estimated 
133, ‘January 1950 figures include annual dealers 


directory, which now will be published in 
180 February of each year. 

29 lines per page in 1950; 420 lines per 
142 page in 1951. 


§} | Mactadden Is Offering 
20% Discount for Group 
Macfadden’s Men’s Group— 
Sport, Saga and True Detective 
has increased its guarantee from 
950,000 to 1,000,000 and is offering 
| advertisers who use all three mag- 
3) azines a 20% discount, lowering 
9g;the combined b&w page rate to 
| $1,980. B&w rates for the individ- 
ual magazines are: Sport, $1,375 
74| (guarantee 500,000); Saga, $500 
6.110! (guarantee 200,000), and True De- 
| tective, $600 (guarantee 300,000). 
| Advertisers using two of the mag- 
azines will get a 15% discount. 


eabasek » 
SABRE SP 


36 McGraw-Hill Appoints Two 
. 50/ McGraw-Hill Publishing Co., 
153/New York, has announced two 
changes. Clark Boughton, for- 
20 merly of the sales staff of Power 
53/ and Operating Engineer, has been 
32 appointed advertising sales man- 
61, ager of the two publications. Wil- 
lard Haring, who had been sales 
manager of Power and Operating 
#38 | Engineer, has been appointed dis- 
96 | trict manager in the Chicago ter- 
57/ ritory for American Machinist. 
*273, Mr. Haring succeeds Ray Deen, 
65, who resigned. 


53 Avco Names Sayre V. P. 


151 Judson S. Sayre, general man- 
51| ager of Bendix Home Appliances 
99 division of Avco Mfg. Corp., Cin- 
55 cinnati, has been appointed a vice- 
35 president of the corporation. Mr. 
Sayre formerly was president of 
Bendix Home Appliances Inc., 
14 South Bend, Ind., which was re- 
cently acquired by Avco. 


‘Iron Age’ Retains Eastman 
Iron Age, New York, has re- 
51 tained Eastman Research Organi- 
zation for a continuing critical 
343 analysis of the breadth and depth 
237 of readership of the publication. 
The service is for the confidential 
= guidance of the publisher and not 
7g for promotional use. 


Appoints Harold Swanson 

56 Harold Swanson, who formerly 
69 Operated his own advertising and 
20 merchandising consultant office, 
has been appointed sales manager 
of 20th Century Paint & Varnish 
9 Corp., New York. 


— = et ee 
: om” 
“i ee 
_ z : | 
: io 
s ee 220 
+ 2,134 | 
‘ Pe 
| 057 
; 190 ; 
. 115 | 
: 4 131 *112 
*157 
ee 97 
: a : 
* 122 : 
+ 87 
| . z 
Po - 
*229 
r 65 
x do 
#128 
1§*353 
i 112 
3 aS 
mt 131 
a o 
e | 135 
aa : 137 
| a : 
; ; 27 t 
. 127 { 
Ee e §136 
Z 127 , 
ee 5 150 
57 
| ; 138 
LES 49 44 
a r . 
66 
| : a : 
y §*30 
a 122 
97 
a ” 
Pa 100 
| : 
e i ; ane 
. La 
a = 3 
a a 51 
7 a a ADVERTISE ia 
: a - ay, pure! ¥ ks; J is | 
_— — ,—- SAL | a 
1\0N a 
| ATTENTION > | 3 
es ee) rz 
SSCS s ‘ be ) 
| . 1 minute ’ ‘0s | 
ra | spots ’ 74 
8 pudie 5 #271 , 
’ with 150 ’ 37 4 
hm liz a 
© 
? ee gpcor? s 176 . 
o 18015 ’ 59 : 
: id win S 33 
+ 4 i 
(NDUSTRIAL + yen | c 
; Py ' 16 
é EQUIPMENT ‘ op cor? a e 
- WEWS a } go, : _— . 2273 2a 
: : : : : 305 ‘ 
s = g " } , woe A oe es 
. fave ms. 4 Po 
* \ } 252 
? Goold OM a 3 | 
— _, * ne ‘ FP i 
es Yo 
= . wt ae ~ - 65 
dat > Ss ee wo = = atk g 


B _Never Underestimate the Power of a Woman! 
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Nor the power of the magazine that outsells* every other magazine 


ee ee ee 


in the world at the newsstands—currently by over 200,000 copies. 


ows von OOURNAL 


*More newsstand copies bought per issue than any weekly or any other monthly. 


_ Se ain ee ee “Tien. Ui ee ewe ath ee Tf Se Oe my 
a freak — — aa a lc ti‘ ( eR I 
x 7 ee 7 : , ae: ie :. “ag, oe eee the i * eo “takes ee Ce pe cre fe aia 
e... io ne : : : ‘ au ees : ; <i FS 
& Sky 
e x 
. i¥ 
ae 
he et % 
ee 
ag 
ae 
ae 
ae < &, 
a 
ves 
“3 2 
AO wre 
ea 
a 
; Ne 
5 
Pe 
re 
2 iS 
aor 
i an, 
ene 
aha 
’ ae | 
. f: ie 2 » 
. ‘ aS 
St ina 
ae 
5 ae 
ee wee 
eau 
1 - te 
Po: 
j | ae 
ee a 
gu 
a. 
+9 
nie 
O a 
| - _ ” ts 
a 
| = Ba 
, I as 
ee 
SP SP OD OP 8 8 SE SD SE SS SF SE SO © WS 228 OD OF 8 OF 6 ae & 8 OS ®t ow @® ow OF oe oe ae ow oe om we a ee ee oe ao 
mm x ae 
Es 7 
re 
Bs” 
eee 
* UAE 
| ae 
4 re 
( ae 
oo. 
> _ 2g 
: « Pe 
Bs * 
f ; are 
; | 
=e nae 
oh 
[a 
orenaes 
ee 5 
"Eh ae 
eae am 
a Pi 
i ae 
| Fa 
’ 3 
a > ae 
eit Se 
‘ She 
a ee 
; 1g. 
ae gd 
ee. 
| "e , 
sre 
ine et 
a x 
Bt 
' ity? Ae 
| tere 
; eee oy 
> le 
ee 
pe 'S 
Tg 
edt a 
ERS 
aa 
=o 
C~. es 
Jae 
ee 
‘eon 
AE ae 
ae 
Pept 
se 
Ss * —e 
= iy 
~~. ner 
raw 
oe 
SS x 
ae 
{ cee 
fa eet 
Skat 
ee, 
ewer 
. oe » — ll if ; : roe 
a. ; . = : eee ae + i ; = 7 ae f ; ee ie an 
Rae oF ea ode ° Gee ot | = a Ge sa ag ea MES be, oe SS o's ye See NR 


= 


42 


PHOTOGRAPHIC REVIEW 


AD CONFERENCE—Discussing the Hawaiian Visitors Bureau's 1951 advertising 

campaign in Honolulu ore (seated) R. A. Anderson, chairman of the HVB advertising 

and publicity committee, and Sterling Peacock, N. W. Ayer & Son, United Air Lines 

agency. Standing are Dave Cummings, Holst & Cummings, HVB’s agency; Norman 

Bankort, N. W. Ayer; and Christy Allen, Batten, Barton, Durstine & Osborn, the 
Matson line's agency 


Le 


"SERVE MORRELL HAM 


EASTER PROMOTION—John Morrell & Co., Ottumwa, lo., will use this shadow 

box display for Easter ham promotion. Produced by Ketterlinus Litho. Mfg. Co., 

the display con be used os an easel for counters and in windows, or, with its 
sticker-hanger, on walls and gloss surfaces. 


CAREERS’ BACKERS—Leading lights of the St. Louis Women’s man of the course; Jeanne Dunaway, Chase and Park Plaza 
Advertising Club's sponsorship of the “Careers in Advertising’ Hotels, club president; Beo Adams, Gardner Advertising Co.; and 
course starting Feb. 14 are Henrietta Baker, Rice Stix Inc., chair- Helen Seevers, Seevers. Advertising, co-chairman. 
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OF THE WEEK 


VIDEO MYSTERY—"'Who is she?,”” viewers repeatedly ask after legs. But her sponsor, P. Lorillard Co., isn’t saying. The company 
seeing the anonymous miss, who dances on TV wearing a giant did, however, authorize release of these photographs, no doubt 
size Old Gold pack which veils everything except her shapely convinced thot they will keep fans interested for a while. 


a, 


ANNIVERSARY—Revere Copper & Brass Inc., celebrating its 150th year, marked the 
anniversary with this color magazine page. 


The 


CAROUSEL—Speidel Corp., Providence, is 
distributing this new revolving disploy 
which, under o gold ond white carousel 


Speidel watchbands set off by interior 
lighting. Einson-Freeman designed and 
manufactured the unit 


tpn of Good cooking. Temble conopy, features color illustrations of 
¢ y 


INTERVIEWEE—Eddie Cantor, who does 

a once-c-month TV show for Colgate- 

Palmolive-Peet on “The Comedy Hour, 

is shown here with C-P-P’s ad manager, 

Robert Healy, as he gets ready for a 

mass interview by telephone hookup with editors of nine newspapers. The come- 
dian gave the newspaper men his opinions on the state of TV and radio. 


OKLAHOMA PRIZE—Gov. Johnston Murray (left) receives, on behalf of Oklahomo’s 

planning and resources board, the 1950 annual advertising award from William R. 

Baker, president of the Oklahoma City Advertising Club. The board was cited by 

the club for its effective advertising of the state's industrial advantages. Standing next 

to the governor is Dr. J. S. Clark, research director of the board, and at right, 

Warren A Humphrey, vice-president of Erwin, Wosey & Co., agency in charge of 
the account. 
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Make Improvements 
During Emergency 
Period: Matheson 


Cuicaco, Feb. 6—While the de- 
struction of war presupposes a 
reduction in the standard of living, 
a period such as the present, by 
forcing manufacturers to find sub- 
stitutes for scarce materials, may 
actually result in greatly improved 
products and thereby a_ higher 
standard of living than before. 

This was the thesis presented 
to the Chicago Dotted Line Club 
yesterday by W. A. Matheson, 
director of dealer relations for 
American Bildrok Co., Chicago. 
He pointed out that most changes 
and improvements come about in 
periods of panic, depression or 
war, as the result of upset condi- 
tions which force management to 
find ways and means of overcom- 
ing obstacles. 


@ “While all-out production for 
war may reduce the supply of 
goods available for consumption,” 
he conceded, “a drive for innova- 
tions and improvements will re- 
tard the decline in the standard of 
living and will set the stage for 
real progress when a war economy | 
is no longer necessary.” 

He told the media representa- 
tives to use this approach in urg- 
ing manufacturers to seek to 
develop new processes, methods 
and products, as a means of using} 
advertising to improve their posi- 
tion and offset some of the short- 
ages and substitutions character- 
istic of a period such as the| 
present. | 


Kendall Appoints Sprague, 
Barnard; Sets Up Dairy Sales | 

Kendall Mills, Walpole. Mass., | 
has appointed George E. Sprague 
to the new post of merchandise | 
manager and also associate adver- | 
tising manager. Previously head 
of the dry goods sales department, | 
Mr. Sprague has been with Ken- | 
dall for 17 years. H. Fred Bar-| 
nard, with Kendall for the past | 
five years, succeeds Mr. Sprague | 
as head of the dry goods sales de- 
partment. 

A new dairy sales department | 
has been established, uncer the 
direction of John L. Ward, to} 
handle distribution of Kengall fil- | 
ter disks, strips and rolls to the| 
dairy trade. 


Mullican Gets Bank Account 


Mullican Co., Louisville, has 
been named to handle the adver- 
tising and promotional program of 
the Citizens Fidelity Bank, Louis- 
ville. 


Sales King for 
1951: The Building 
Material Dealer 


That America’s building mate- 
rial manufacturers expect to do 
most of their selling this year 
through the building material 
dealer is evident in BSN’s 1951 
DEALER’S DIRECTORY Issue. 
370 pages of advertising. 200 
pages of editorial. 40 pages of 
“who makes it” information. 


February 
BUILDING 
SUPPLY 
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Dictionary Gets Ad Push 
Doubleday & Co., New York, 
plans to spend $120,000 advertis- 
ing its “Thorndike-Barnhart Com- 
prehensive Desk Dictionary” (896 
pages, $2.75). Ads will appear in 
Time and in the Chicago Tribune, 
New York Herald Tribune, New 
York Times and 15 other newspa- 
pers. A co-op budget calls for 300 
fractional-page insertions in 250 
newspapers in 38 states. A 5,000,- 
000-piece direct mail campaign al- 
so will be undertaken. Franklin 
Spier Inc. is handling the drive. 


TV Used for Red Goose Shoes 

Friedman-Shelby Shoe Co., New 
York, maker of Red Goose shoes, 
will sponsor a new children’s 
giveaway show, “Treasure Hunt 


with Captain Boots ’n’ Gus,” start- | 


ing Feb. 17 over WPIX, New York. 
Time—11-11:30 a.m., EST—was 
bought through William Wilbur 
Advertising. 


KPHO.-TV Promotes Kaufman 


Julian Kaufman, former assist- 
ant commercial manager of KPHO- 
TV, Phoenix, has been named com- 
mercial manager of the station. 


_Aer-a-sol, Good-Aire Campaigns Open 


BripcePort, Conn., Feb. 6—Start- 
ing with a page in the Feb. 5 is- 
sue of Life, the 1951 advertising 
program for the Aer-a-sol products 
division of Bridgeport Brass Co. 
| will feature the company’s Bridge- 
port Good-Aire household air 
freshener and its Aer-a-sol in- 
secticide line in magazines, Sun- 
day newspaper supplements, news- 
papers and business publications. 

In addition to Life, magazines 
| to be used include Better Homes & 
Gardens, Good Housekeeping, and 
Ladies’ Home Journal. Thirty-eight 

| markets will be covered by ads in 
Metropolitan Sunday Magazine 
Group, Pictorial Review, inde- 
pendent gravure Sunday sections 
land by use of b&w space in gen- 


| eral news sections of metropolitan 
| da 


ilies. 

The advertising program will be 
supplemented by ads in business 
publications, direct mail, dealer 
aids and special store promotions. 

Two new insecticides will be 


| marketed by Bridgeport Brass Co 


this year including Bug Bomb, a 
12-0z. economy container, and a 
7-oz. Aer-a-sol insecticide with a 
newly designed valve’for ease of 
operation. 

Hazard Advertising Co., 
York, has the account. 


New 


Offers Industrial Film 

Delco Products division of Gen- 
eral Motors Corp., Dayton, is of- 
fering its new industrial film “Mo- 
tors on Parade” to business con- 
cerns, schools, civic and profes- 
sional groups without charge. The 


16mm motion picture, produced by | 


Jam Handy Organization, shows 


the importance of the electric mo- | 


tor to the home, farm, transporta- 
tion and industry, and how electric 
motors are made on a mass pro- 
duction basis. 


Schwimmer Appoints Riley 
Frances E. Riley, formerly pub- 
lic relations director of Indiana 
Limestone Co., Bedford, Ind., has 
been named director of promotion 
and publicity of Walter Schwim- 
mer Productions Inc., Chicage. 
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Ronalds Agency Moves 
Ronalds Advertising Agency, 
Toronto, has moved its office to 108 
Peter St. The agency also has an- 
nounced the following new ap- 
pointments: Guy H. Gislason, ac- 
count executive; Al Percival, me- 
dia and research; Ernest D. Allen 
and John A. Reynolds, junior ac- 
count executives; J. R. Coulter, 
assistant production manager 


Chicago Electric Names Orr 

G. W. Orr has been appointed 
general sales manager of Chicago 
Electric Mfg. Co. For the past two 
years, he has been vice-president 
of the National Stamping & Elec- 
tric Works, a subsidiary of Chicago 
| Electric. Mr. Orr will continue to 
|serve in this capacity with the 
subsidiary 


Direct Selling 


Advertisers 
CONSULT 
MARTIN ADVERTISING AGENCY 


15A East 40th St., New York (Est. 1923) 


like California without the 


BILLION 
DOLLAR 


me — 
4 > 


OF THE 
BEES 


BEE - THE MODESTO BEE ~- THE FRESNO BEE 
McClatchy Newspapers 


National Representatives... O'MARA & ORMSBEE, INC. 


New York * Los Angeles * Detrou * Chicago + San Francisco 


< 


— 


~ 


The Sacramento Bee, 
and The Fresno Bee. 


of all families in its 


into far more Valley 


or West Coast. 


@ be sure you have inland California 
in the bag. That's the Billion Dollar 
Valley—a market independent of coastal 
California—with almost as many people 
as Los Angeles . . . higher retail sales than 
San Francisco and Oakland combined.* 
And it’s a market you just don't cover 
unless you use the leading /Jocal papers. 


They are the three McClatchy papers— 


The Modesto Bee 
Each is the hands- 


down favorite in its own rich part of the 
Valley. Each one reaches 9 out of 10 
families in its ABC city zone . . 


. half 
ABC trading area. 


And together, they carry your sales story 


homes than does 


any other newspaper combination—local 


*Sales Management's 1950 Copyrighted Survey 
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KRNT, KSO Switch Nets 
Station KSO, Des Moines, a CBS 


G. D. Crain Jr. Says... 


affiliate for the past five years, 
will switch back to American 
Broadcasting Co., effective 


change from ABC to CBS on the | 
same date. KSO formerly was with | 
ABC fror 1932 to 1945. 


PORT HURON 


MICHIGAN 
A Wealthy Market For Your Product 
Blanketed By The 
PORT HURON TIMES HERALD 
1. Port Huron is one of Michigan's 
Key Cities over 58,000 pop. 
2. Buying center for the Thumb 
and River District. 

8. Diversified Industry & Farming. 
SEND FOR OUR PORT HURON MARKET FOLDER 
Nat v Represe ed byw 
WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 
7 c centers 


in all principal 
— GET OUR CITY ZONE FOLDER — 


Newspaper financial writers 
commented on the inclusion for 
the first time in the 1950 annual 
report of Armour & Co. of specific 
figures on earnings from food op- 
erations and those from other divi- 
sions of the company’s business. 

Because meat is something of a 
political football, and big packers’ 
profits are frequently pictured by 
unfriendly critics as excessive, it 
is interesting to note that in 1950 
net earnings from meat and other 
food products amounted to only 
17/100¢ per pound and 48/100¢ per 
dollar of sales. This con rasts spec- 
tacularly with a net of 5.01l¢ per 


dollar of sales on non-food items, 
thus 


bringing the net per sales 


15. Station KRNT, Des Moines, will | Stockholders Interested in Marketing 


dollar up to 1.02¢ for all operations. 


@ Apparently it’s a good thing for 
farmers, consumers and _ stock- 
holders of Armour & Co. that its 
operations are widely diversified, 
and that those outside the food 
field are sufficiently profitable to 
keep it in business. (Food opera- 
ations in 1949 showed a loss of 
0.37¢ per dollar of sales.) Although 
much smaller in volume, non-food 
operations were responsible for 
$11,127,000 of the company’s 1950 
net of $19,039,000. 

Advertising and marketing exec- 
utives will find even more of in- 
terest in this colorful annual re- 
port in the emphasis placed on the 
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promotional methods used to in- 
crease sales in all categories. There 
are now 36,000 stockholders, and 
the active interest of these families 
in Armour products should have 
a definite effect on sales, and it 
is also evident that the more they 
know about the company’s prod- 
ucts and how they are being pro- 
moted, the better job they can do in 
recommending them to their 
friends. 


es In discussing meat and meat 
products the report says, “Armour 
this year introduced ten new items 
in its Fresh-Frosted meat line. 
Armour’s ‘Meal in a Hurry’ ham- 
burger patties, beefsteakees, vea! 
cutlets, chopped beef and pork cuts 
in attractively designed new eight- 
ounce packages were placed in 
national distribution as the year 
closed. Consumer response to the 
company’s individually packed 
Fresh-Frosted meat cuts has been 


SRDS LISTS 58 
NOT 4 FARM PUBLICATIONS 
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ee 


Which of 


o 


A survey which 
magazines do 
54 farm pub! 
& Data Service. 


will help you 


if they could 
record: 


THE QUESTION IS: 


publications do your , 
customers prefer: 


you like best 
plications list 


estion was 
ar select for your 4 
publications far 
of the four was i 
fair question } 


4,617 Midwe 
name the one farm 


All farm 


rw’ ba, 0 these (four) 
pb xo ha the other 
ed by Standard Rate 
way in whic 

y nothing that 
dvertising the 
Chances are none 
publication. 

s the wide open 


asks: 


Obviously, the 
framed tells yo 


mers prefer. 
his favorite 


pvt, Which of all farm publications do you 
question: | 
a were asked to 


st farm families 


publication they would take 


have only one. 


dealers’ ae , 


Let's look at the 
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LOCALIZED MIDWEST FARM PAPERS 
ARE 3-TO-1 CHOICE OVER 
ANY “NATIONAL”! 


Since nearly half of the Midwest farm 
families surveyed prefer their local farm 
papers, your advertising will get more 
attention—and sell more—in Midwest 
Unit Farm Papers. Buy the Unit. One 


K Refer to the state-by-state circulation breakdown of all U. S. form publications whose 
certified by the Audit Bureau of Circulation...in the FARM PUBLICATION section of STANDARD 
RATE AND DATA SERVICE. 


order, one plate, one bill and a sub- 


st Unit Papers 
42.2% (1950 families) chose. . - ere i 
12. 5% | 575 families) chose. . --- Form Magazine a 2 
1.7% ( 541 families) chose. ----- nen ageeine “c" 
8.7% ( 402 families) chose. ----- form Magazine “p" al P P 
4.3% ( 199 families) chose. -- >> Stantial saving in rates. 


figures ore 


MIDWEST 4” 4" UNIT 


NEBRASKA FARMER + PRAIRIE FARMER » THE FARMER « WALLACES’ FARMER & IOWA 
HOMESTEAD « WISCONSIN AGRICULTURIST AND FARMER 


MIDWEST OFFICES AT: 250 Park Ave., New York; 59 E. Medison St., Chicago; 542 New 
Center Bidg., Detroit; Russ Bidg., Sen Francisco; 1324 Wilshire Bivd., Los Angeles. 


excellent. 

“Armour increased the intensity 
of its merchandising and sales ef- 
forts during the year with special 
promotions, new marketing and 
sales aids to 150,000 retail food 
dealers, and a broad-scale program 
of national advertising. For the 
first time in the company’s history, 
television, advertising’s newest 
medium, was included as an inte- 
gral part of Armour’s sales pro- 
gram. High quality weekly pro- 
grams appeared country-wide over 
34 stations. 


e “Armour’s consumer service de- 
partment is constantly developing 
improved methods for using Ar- 
mour meat and other products. 
It produced six new motion picture 
films in color during the year. 


These show how to carve meat, 
|how to prepare Armour beef, 
|frankfurters, bacon and fried 


| chicken, and how to prepare a 
five-minute pie crust with Armour 
| Star lard. Company films are in 
great demand for showing before 
school, club and civic groups 
across the country. Since our film 
program began five years ago, 
movies demonstrating how to use 
Armour products have been shown 
|} to audiences totaling more than 
10,000,000.” 

Similar information is given in 
|}the report regarding production 
and marketing methods for poul- 
try, Cloverbloom “99” margarine, 
eggs and other dairy products. A 
particularly fine section is devoted 
to Armour pharmaceutical prod- 
ducts, with due emphasis on its 
pioneer work in the development 
of ACTH, the miracle drug which 
is being marketed under the name 
of Acthar. Details of the spectac- 
ularly successful research on this 
product are given 


e A similar story covers soaps, 
chemicals and other products, and 
the development of Dial is espe- 
cially emphasized. It has enjoyed 
unusual consumer acceptance, the 
company says, “and is now being 
marketed in two new and conven- 
ient sizes for home use. Dial was 
introduced little more than a year 
ago, and has already made re- 
markable progress in the field of 
high quality soaps.” 

A Dial mass display in a retail 
store is the subject of a full-page 
| illustration in the report, one of 
|many which visualize for the 
shareholder many of the interest- 
ing aspects of the Armour business. 

The report was prepared under 
the direction of E. L. Heckler, 
manager of the public relations 
department, and 60,000 copies 
were printed. Foote, Cone & Beld- 
| ing, the Armour agency, designed 
it, and the advertising department, 
under the direction of Don B. 
Hause, produced it. Some of the 
| writing was contributed by the 
company’s public relations counsel, 
Ivy Lee & T. J. Ross. 


Household Drops TV Show 


Tightening government regula- 
tions on loans is causing House- 
hold Finance Corp. to move out 
of TV. Feb. 25 will be the last 
telecast of its CBS show, “People’s 
Platform.” Household has not yet 
selected an agency to replace Le- 
| Vally Inc., which will not handle 
the account after April 30 (AA, 
Jan. 29). 


PORTSMOUTH 


VIRGINIA 


| A Rich Industrial Center Of 66,270 
Population Reached Only By 


THE PORTSMOUTH STAR 
| Per family buying power $4,046 
Effective buying income $90,220,000 
City circulation coverage 112% 
An ideal test market. 

WE WILL COOPERATE—ASK FOR INFORMATION 
Nationally Represented by 
WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 


in all principal advertising centers 
— GET OUR CITY ZONE FOLDER — 
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ORCAS, 
; Advertising Age 


| 


vs is as indispensable to me 


as my evening paper’ 


5 


Says CARL U. FAUSTER 
Advertising Manager 


LIBBEY GLASS — DIVISION OF OWENS-ILLINOIS GLASS COMPANY 


CARL U. FAUSTER “TI constantly rely on Advertising Age to keep me currently 


A 1929 grad f the University of Michigan, Mr. F. be , , 
graduate of the University of Michigan, Mr. Fauster began info on til Cevchanafen ehvetd . as 
his business career selling classified advertising on the Toledo Blade. 


—and, as we all know, it is fast changing. That’s why I feel 
He joined Owens-Illinois Glass Company in 1930 and for five years was - eines _ palate aes 


assistant advertising manager (glass containers). In 1935 he went to the I must keep abreast of the spot news and read the detailed 


United States Advertising Corporation, Toledo, as media and research follow-up stories of what’s going on in advertising. Advertis- 


department manager. Four years later he became United States Adver- ’ . : ‘ 
” ing Age gives me both the ‘flash’ news items and the detailed 
tising Corporation account executive, Anchor-Hocking Glass Corpora- 


news stories. In business, Advertising Age is as indispensable 


tion. In 1940 he moved on to become advertising manager of Libbey 


Glass (Division of Owens-Illinois Glass Company) . to me as my evening paper in daily life.” 
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Announcers End Strike Against W]W;: 
Will Share in Increased Sale of Time 


CLEVELAND, Feb. 6—Ending a 
20-day strike, WJW announcers 
have gone to work under a unique 
profit-sharing contract, and sta- 
tion engineers, who respected the 
announcers’ picket line, have been 
granted union recognition. 

A three-year contract, retro- 
active to Jan. 1, provides for “a 
plan by which announcers may 
increase their earnings by sharing 
in the increased sales of radio 
time,” according to a joint state- 
ment by WJW and union repre- 
sentatives. 

For the first time in the radio 
industry, according to Ted Smoots, 
executive secretary here for the 
American Federation of Radio 
Artists (AFL), Afra announcers 
may increase their earnings by 
sharing in increased time sales. 
The incentive plan reportedly was 
originated by William M. O'Neil, 
WJW’s president, and was formu- 
lated during negotiations. 


e The contract, announced Sun. 
day, is subject to approval by the 
Wage Stabilization Board. Afra’s 
charges of unfair labor practices 
against the station to the National 
Labor Relations Board were with- 


QUINCY 


MASSACHUSETTS 


' Fourth (4th) Market In Massachusetts 
Covered By The 


QUINCY PATRIOT-LEDGER 
$109,695,000 Effective buying 
: income 
$85,616,000 Retail Sales 
' Quality of market index 104 
. Advertise and sell in Quincy 
_ ASK FOR OUR RETAIL DISTRIBUTION SURVEY 


Nationally Represented by 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 

An all principal advertising centers 
~~ GET OUR CITY ZONE FOLDER — 


drawn. 

The 10 striking announcers and 
the technicians who refused to 
cross the picket line were rein- 
stated. WJW also announced it has 
recognized the National Assn. of 
Broadcast Engineers and Techni- 
cians as collective bargaining agent 
for WJW studio and transmitter 
engineers, with the exception of 
the supervisor. 

Through a permanent drawing 
account provision, the announcers 
also will receive $32.50 additional 
per month, subject to government 
approval. 

The strike, beginning Jan. 15, 
drew announcers from _ other! 
unionized Cleveland stations to} 
the WJW picket boundary. 

The station was off the air as} 
the strike began, but was manned | 
later by WJW executive and non- 
union personnel. 


WIR Appoints Callaway 

Ross R. Callaway has been ap- 
pointed an account executive in 
the sales service department of 
WJR, Detroit. He was formerly 
sales representative of the Buf- 
falo Fire Appliance Corp., Dayton; 
Harris Productions Inc., Detroit, 
and director of public relations of 
Detroit Stage Inc. 


Chase Offers Candy Manual 

Chase Candy Co., St. Louis, is 
offering free to candy retailers 
copies of its newly revised candy 
sales training manual, “How to Sell 
Candy at Retail.”” The booklet 
contains ten sections, each devoted 
to a specific factor in the promo- 
tion of candy sales. 


Franklin to Seberhagen 
Franklin Hardware & Supply 
Co., Philadelphia, has appointed 


Advertising Age, February 12, 1951 


HEAD NEW AGENCY-—Principals in the new Marsteller, Gebhardt & Reed agency, 
which will begin operations in Chicago and Pittsburgh on May 1, are, left to right: 
E. A. Gebhardt, chairman of the board; Wm. A. Marsteller, president; and R. S. Reed 


Curicaco, Feb. 5—Formation on 
May 1 of a new advertising agency, 
Marsteller, Gebhardt & Reed Inc., 
with offices here and in Pittsburgh 
(AA, Feb. 5), will bring together 
three men who have been closely 
connected for many years with 
the advertising of Rockwell Mfg. 
Co., Pittsburgh, and its several 
divisions. It also brings all Rock- 
well advertising under one agency 
roof. 

E. A. Gebhardt, president of 
Gebhardt & Brockson Inc., Chi- 
cago, and chairman of the board 
of the new agency, has been as- 
sociated with the Edward Valves 
Inc., East Chicago, Ind., account 
for more than 25 years. The com- 


Seberhagen Inc., Philadelphia, to 
handle its advertising and public 
relations 


pany is a division of Rockwell. 
| Until Jan. 1 this year, when 
| he opened his own marketing con- 


Jr., executive vice-president and manager of the Pittsburgh office. 


Marsteller, Gebhardt & Reed Will Handle | 
Advertising for All Rockwell Divisions 


sultant firm here, W. A. Marsteller, | 
president of the new agency, was} 
vice-president in charge of adver- | 
tising and market research for | 
Rockwell and vice-president and} 
director of Edward Valves. 


ew R. S. Reed Jr., executive vice- 
president of the new agency, has 
been in charge of the Pittsburgh 
office of McCarty Co. since 1944. 
This office handles advertising for 
the Nordstrom Valve division of 
Rockwell, which also is located in 
Pittsburgh. Mr. Reed will continue 
to head the office in that city. 

T. T. McCarty, head of McCarty 
Co. and long identified with the 
Nordstrom account, will continue 
to assist in handling it. 

Other divisions of Rockwell to 
be handled by the new agency 


are: Arcade Manufacturing, Free- 
port, Ill.; Delta Power Tool, Mil- 
waukee; Ohmer Corp., Dayton; 
Hydraulics, Pittsburgh; and Pitts- 
burgh Equitable Meter. 

All accounts now handled by 
Gebhardt & Brockson and by the 
Pittsburgh office of McCarty Co. 
will continue with the new agency. 
West Coast operations of McCarty 
will not be affected by the new 
setup, nor will operations of Mr. 
Marsteller’s marketing consultant 
firm. 


University Plans FM Station 
The University of Washington, 
Seattle, expects to start daily 
broadcasts over a new 1,000-watt 
FM radio station for which appli- 
cation is now pending with FCC. 


|The station will be operated by 


students and will be on the air 
during the evening. Campus con- 
certs and lectures will be part of 
the programs. 


Haskett Joins Ross Roy 

Robert E. Haskett, formerly a 
writer with Zurich Insurance Co., 
Chicago, has joined the film copy 
staff of Ross Roy Inc., Detroit. 


Don Avery to Erwin, Wasey 

Don Avery has joined the Chi- 
cago office of Erwin, Wasey & Co. 
as art director. 


ROCKY MOUNT 


NORTH CAROLINA 


One Of The Nine Largest Cities In 
North Carolina Reached By 


The Evening & Sunday Telegram 
A modern industrial city, largest 
east of Raleigh and north of Wil- 
mington, offering a field rich in 
Agriculture, Manufacturing, To- 
bacco Culture & Marketing. 


SEND FOR OUR STANDARD MARKET DATA 800K 
Nationally Represented by 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 
in all principal advertising centers 
— GET OUR CITY ZONE FOLDER — 


In circulation ...in linage...in revenue... 


QUICK IS MOVING AHEAD IN ’S1 


QUICK circulation is now over 1,000,000 ... and it's still 
growing! QUICK has already booked 270 advertising pages for 
1951, more than 4 times as many advertising pages as it 
carried in 1950 ... and more are coming! QUICK now has on 
the books for '51 more than half a million dollars in advertising 
revenue .. . and we're just getting started! 


ONE REASON FOR THIS ACCEPTANCE: 


AR AUDPERCE OF YOUNG EM BRS Woks 


Curtiss Candy 
General Electric 


QUICK’s readers are evenly divided among men and women. 
They are younger than the average readers in the weekly 
field, have more than average income and possessions. 


Oneida Community Plate 
Oneida Rogers 1881 


1951 ADVERTISERS USING QUICK: 


Admiral Television Kellogg Corn Soya Pullman Company 
Anacin Kleenex Sealed Power 
Botany Mills Knothe Brothers Silver Springs, Fla. 
Brentwood Sportswear Loew's MGM Spiegel 

Cluett, Peabody Motorola Westinghouse 
Columbia Records Old Gold Cigarettes Willys-Overland 


Wings Shirts 
Zenith Radio 
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FTC Most Satisfied 
with Antihistamine 
Ad Studies in ‘50 


WasuINGTON, Feb. 8—The Fed- 
eral Trade Commission told Con- 
gress today that its radio and peri- 
odical advertising division is keep- 
ing a sharp eye on ads for alcoholic 
beverages, cigarets and oleomar- 
garine. 

The commission said, in an an- 
nual report for fiscal 1950, that ads 
for these three types of products 
get special attention in the con- 
tinuing survey of advertising car- 
ried on by the commission staff. 

The commission also reported 
that during 1950 its staff made spe- 
cial surveys of ads for radio and 
TV receiving sets, baby furniture 
and “health” shoes. An investiga- 
tion of the ads of 30 companies 
making antihistamines prompted 
complaints against five big com- 
panies, and eventually resulted in 
stipulations toning down claims 
for cold tablets. 


@ During the year, FTC's staff 
Studied 336,150 newspaper and 
magazine ads, 759,729 pages of ra- 
dio continuity, 35,422 TV contin- 
uities, and 11,095 pages of mail 
order catalogs. About 2% of the 
ads were set aside for further 
study. In all, 72 cases of false and 
misleading advertising were filed 
during the year. 

Nearly half the advertising cases 
involved drug products. FTC con- 
sidered the antihistamine cases its 
most important advertising devel- 
opment of the year. 

Despite the fact that the com- 
mission said it automatically sets 
aside all ads for alcoholic bever- 
ages, margarine and cigarets, there 
were no complaints in these fields 
during the year. 

The commission study of the 
baby furniture promotions covered 
20 companies; the “health” shoe 
survey involved 101 companies. 


Yardley of London Sets 
Intensive Ad Schedule 


Yardley of London Inc., New 
York, perfume, cosmetics and toilet 
soap manufacturer, has scheduled 
its largest ad drive to date. The 
magazine schedule includes Beau- 
ty Fashion, Glamour, Good House- 
keeping, Ladies’ Home Journal, 
Life, Mademoiselle, McCall's, The 
New Yorker, This Week Magazine, 
Vogue and Woman’s Home Com- 
panion. Nancy Sasser’s “Buy 
Lines” wili be used in The Satur- 
day Evening Post. 

A total of 42 Sunday newspa- 
per magazines also will be used, in 
addition to color and b&w inser- 
tions where the magazine supple- 
ments do not completely cover a 
major market. Yardley will spon- 
sor the “New York Closeup” TV 


show, Fridays, at 6:30 p.m., over 


Station WNBT, New York. The 
company plans to introduce sever- 
al new products during the year. 
N. W. Ayer & Son, New York, is 
the agency. 


Gilbert Names MacDonnell 
Gilbert & Barker Mfg. Co., West 
Springfield, Mass., maker of gaso- 
line pumps, service station and oil 
heating equipment and bulk plant 
and refinery equipment, has named 
J. Alan MacDonnell, formerly as- 
sistant to the sales manager, as as- 
sistant general sales manager. 


SALISBURY 


NORTH CAROLINA 
Let us 


PROVE IT 


Your test advertising will prove its effec- 
tiveness in the ONE MARKET in North 
Carolina served by ONE NEWSPAPER. 


Generous Merchandising Service 


Nationally Represented by 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 
in all principal advertising centers 
— GET OUR CITY ZONE FOLDER — 
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| Proctor Electric 
Begins New Drive 


PHILADELPHIA, Feb. 6—Proctor 
Electric Co. will launch an inten- 
sive advertising and sales promo- 
tion campaign for all of its prod- 
ucts on Feb. 26, leading off with 
a two-color page ad in Life 

Pages in Good Housekeeping 
and in Ladies’ Home Journal will 
follow. However, most of the na- 
tional drive will center around 
Life ads during the first six 
months. 

In the opening ad this month 
will be the Mary Proctor ironing 
equipment and the Hi-Lo adjust- 
able ironing table and all acces- 
sories. Copy will stress time and 
energy saved with Proctor ironing 
equipment. Proctor toasters will 
be given play in Good Housekeep- 
ing and the Journal. In the fall, 
ironing equipment will return to 


MENGEL MOBILE—Mengel furniture deolers con hang this mobile display almost 


the scene. 
anywhere in their store. This point of sole aid is part of on intensive drive the = _ pe ee : 
Louisville furniture manufacturer hos started for the spring (AA, Jon. 22). This Trade publication space this 
month announces the national 


use of mobiles perhaps indicates a trend. Norge division of Borg-Warner Corp. is 


also using them (AA, Dec. 18). drive and will develop a 10-day 
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guarantee or money returned plan 

for dealers to offer the consumer 
John Falkner Arndt & Co., 

Philadelphia, is the agency. 


Tratfic Service Moves 

Traffic Service Corp., Chicago, 
publisher of Traffic World, Traf- 
fic Bulletin and Transportation 
Supply News, has moved to new 
and larger quarters in the State- 
Madison Bldg., 22 W. Madison St. 


SHEBOYGAN 


WISCONSIN 
A Wealthy Market For Your Product 
Blanketed With The 


SHEBOYGAN PRESS 
Sheboygan is one of Wisconsin's 
key cities over 50,000 population. 
Home of Prange’s, world’s larg- 
est department store in a city 
the size of Sheboygan. 

3. Diversified Industry. 


SEND FOR OUR SHEBOYGAN MARKET FOLDER 
Nationally Represented by 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 
centers 


t 


in all principol 
—— GET OUR CITY ZONE FOLDER — 
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prominent sales 


years, John G. Clifford, Ice Cream 


from the following standpoints: 


2. 
3. 


e material wasted. 


much greater basis.” 


pays off 4 ways says 


manager 


After using DAY-GLO daylight fluorescent colors for two 


Sales Manager of 


General Ice Cream Corporation, Schenectady,. New 
York, states (in an unsolicited letter): 


“We have found DAY-GLO exceptionally worthwhile 


l. Enthusiastic reception by our sales group 


Greatly increased reception and much longer dis- 
play of point-of-sale material by our retail outlets 


Increased attention and increased sales on the 
part of the consuming public 


Marked decrease in the amount of advertising 


“We now use DAY-GLO for the major part of our 
monthly sales promotional material, for our Festival cam- 
paigns, for our featured promotions, and for truck bumper 
cards both on milk and ice cream. We are enthusiastic about the 
results obtained from DAY-GLO and will continue to use it on a 


Mail the coupon below to Switzer or Lawter for full information 
about DAY-GLO: “The Brightest Colors In The World.” 


YOUR NAME 


____._e 


STREET ADORESS 


LAWTER CHEMICALS, INC. 
_ 3554 TOUHY AVENUE 
CHICAGO 45, ILLINOIS. 


CITY & STATE 


Without charge or obligation, please send me full par- 
ticulars about DAY-GLO, together with a color card. 
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Nearman Opens Agency 

Gilbert S»* Nearman, formerly 
account executive of Chelsea Ad- 
vertising, has opened an advertis- 
ing agency under his own name 
at 1186 Broadway, New York 1. 


Brock Appoints Kimball 


Brock & Co., Los Angeles and 
Beverly Hills, jeweler, has ap- 
pointed Abbott Kimball Co. of Cal- 
ifornia, Los Angeles, as its agency. 


TORONTO, CANADA 


Capital City of pet. Canada’s Richest 

Province — Having One-Third of Canada's 

Total Population and 42% of Retail Sales— 
Blanketed by the 


TORONTO DAILY STAR 
—- 400,000 circulation (largest in 
Canada) 
— 80% coverage of Toronto 
— 50% coverage of 45 prosperous 
' Ontario centers 


SEND FOR OUR COMPLETE DETAILED MARKET FACTS 
Represested lo United Mates By 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 


in al} principal centers 
— GET OUR CITY ZONE FOLDER — 


Ward Wheelock Adds Four 


Mahlon G. Remington, formerly 
merchandising supervisor on the 
Pillsbury account at Leo Burnett 
Co., has joined Ward Wheelock 
Co., Philadelphia, as director of 
merchandising and sales promo- 
tion. Michael Levin, formerly with 
Ted Bates & Co., has been named 
radio and TV commercial copy 
and production director. James 
Breslov, former copy chief at 
Macy’s in New York, has joined 
the agency’s copy department. Mrs. 
Marjorie Allen, formerly with 
Kenyon & Eckhardt, also has 
joined the copy department. 


Universal to Bobley Co. 
Universal Educational Guild, 
publisher of “World Scope Ency- 
clopedia” and 
brary,” has named the Bobley Co., 
w York, to handle 
ing. Magazines, newspapers 
direct mail will be used. 


and 


Agency Changes Name 

Cowee-Rattner Advertising 
Agency, New York, has changed 
its name to the Leonard Rattner 
Co., Advertising. 


Se eee 


(Signed) 


Mayor of Skunk Hollow 
Here is a successful example of WMC's Memphis 
Market-Mindedness! Since 
and his Mother's Best Mountaineers have broad- 
cast continuously over WMC five quarter-hour 
programs a week for an imposing total of 1.990 
quarter hour periods. 
—and here's what the sponsor thinks of it! 
“Slim Rhodes and his Mother's Best Mountain 
eers have been a vital factor in making Mother's 
Best Flour a Mid-South favorite. 

The fine reception our program has enjoyed 
for nearly ten years is reflected in our sales 
heures for this area.” 


portant characteristic 
Besstul radio station is its 
“program” to the wants 


Since 1923, for over twenty-seven 
years, WMC has been continually 
conscious of its program responsi- 
bilities in informing and entertain- 
ing the 796,450 radio homes that 
Se make up the great Memphis market. 


1943, Slim Rhodes 


R. W. Vollmer 
Southern Sales Manager 
Nebraska Consolidated Mills 


NBC—5000 
WATTS—790 


WMCF 260 KW Simultaneously Duplicating AM Schedule 


W M C T First TV Station in Memphis and the Mid-South 


National 
Representatives, 
The Branham 

Compony 


Owned and Operated by The Commercial Appeal 


“World Family Li-,| 


its advertis- | 
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Miner Elects Carpenter 
Andrew D. Carpenter, an ac- 


| count executive of Dan B. Miner 
}Co., Los 


Angeles agency, has 
been elected to the board of di- 
rectors. 


Tea Council Sets Spring 
Drive for Iced Tea 

Starting in May and running 
through August, the Tea Council, 
New York, will use ads in Life, 
Look, The Saturday Evening Post, 
33 metropolitan newspapers and 
business papers in the grocery and 
restaurant fields to promote iced 
tea. In addition, quantities of point 


of sale material will be distributed 
to grocers and restaurants. Rep- 
resentatives of the council will 
leave New York Feb. 15 for a 
three-month pre-campaign tour 
which will take them to 40 key 
cities for conferences with mer- 
chandising executives. Leo Burnett 
Co., Chicago, is the agency. 


Strawbridge Appoints Two 

Mrs. Ella Waters, fashion direc- 
tor of Strawbridge & Clothier, 
Philadelphia, has been appointed 
director of customer relations and 
special events. Dorothy Reid Daub, 
for 12 years advertising and fash- 


ion director of Bonwit Teller in 
Philadelphia, has been named 
fashion director of all Strawbridge 
& Clothier stores. 


Tussy Names Kleinschmidt 
Ralph Kleinschmidt, formerly 
with Dana Perfumes, has been ap- 
pointed field sales manager of 
Tussy Cosmetiques, New York, 
succeeding the late Ralph M. King. 


Gets Suspenda Bra Account 


Battistone, Bruce & Doniger, 
New York, has been named to 
handle the advertising of Sus- 


penda Bra Co. 


Green Bay Press-Gazette Food Features 
section Builds Sales In Wisconsin's 3rd Market 


Each Thursday Lois Kerin, Food Editor Ar- 
ranges Food News including: 


+ recipe contests 
+ releases from well 


Features Section. 


known home economists 


This Exceptional Handling of Food Editorial Ma- 
terial Has Won Many New Customers for the 
Food Stores and Products Advertised in the Food 


“GREEN BAY PRESS- GAZETTE 


GREEN BAY, WISCONSIN 


* appetizing halftones 


+ favorite recipes of 
readers 


SS 
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Advertising Age, February 12, 19 


Census Lists 
Population of 
Urbanized Areas 


WASHINGTON, Feb. 7—A new tab- 
ulation from the 1950 population 
census shows that _ 68,787,978 
Americans live in what the Cen- 
sus Bureau calls “urbanized areas.” 

The urbanized area concept, one 
of the new features of the 1950 
census, is an effort to measure 
the population in central cities and 
their urbanized suburbs. 

Since it filters out the rural por- 
tions of the counties adjacent to 
large cities, the urbanized area 
measure is believed to have ad- 
vantages over the “metropolitan 
area” measure, for the purposes of 
media circulation analysis. 

The urbanized area concept is 
also presented as an improvement 
over the metropolitan district unit 
used by marketing men after the 
1940 census 


@ Here is an outline of the three 
concepts: 

URBANIZED AREA: Includes a 
central city of 50,000 or more plus 
contiguous incorporated areas of 
2,000 persons per square mile; plus 
contiguous unincorporated areas 
with a minimum of 500 dwelling 
units per square mile; plus trans- 
portational, commercial, recrea- 
tional and industrial areas related 
to central city; plus nearby non- 
contiguous areas that meet resi- 
dential density measurements. 

METROPOLITAN DiIsTRICT, used in 
1940: Central city and adjacent 
minor civil divisions with popula- 
tion of 150 or more per square 
mile. 

STANDARD METROPOLITAN AREA, 
also introduced in the 1950 census: 
Includes central city of 50,000 or 
more, but is defined, except in a 
few instances, in terms of whole 
counties. In general, the popula- 
tion for standard metropolitan 
areas is larger than for urbanized 
areas. 


@ Since the urbanized areas re- 
port is limited to communities with 
a central city in excess of 50,000 
prior to the 1950 census, there are 
only 157 urbanized areas, com- 
pared with 169 standard metro- 
politan areas. 

The Census Bureau analysis of 
urbanized areas reveals that 69.8% 
of the urbanized area population 
is in the central city, and that 
in 79 of the areas more than 80% 
is in the central city. 

Of seven urbanized areas with 
less than 50% of their population 
in the central city, four (Boston, 
Providence, Pittsburgh and Wilkes- 
Barre) are in the Northeast, ana 
turee (Los Angeles, Phoenix and 
San Bernardino) are in the West 

The 12 urbanized areas with 
population in excess of 1,000,000 
accounted for 37,595,460 people. 


e Figures in the report are from 
preliminary census tabulations, 
and are subject to later revision. 
While the urbanized area report 
covers a big percentage of the na- 
tion’s urban population, Census 


CHARLESTON 


WEST VIRGINIA 


Charleston, The Largest City in West 
Virginia Is Blanketed By 


THE CHARLESTON DAILY MAIL 

1. The Daily Mail, Charleston's 
only evening newspaper. 

2. The Daily Mail, West Virginia's 
largest afternoon paper. 

3. The Daily Mail leads in retail 
food advertising. 
ASK FOR ADDITIONAL MARKET FACTS 


Notionally Represe: ied by 
WARD-GRIFFITH CO. 
The Word-Griffith Co. maintains offices 


in all principal advertising centers 
— GET OUR CITY ZONE FOLDER — 
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| Bureau also considers as “urban” 
|residents of remote incorporated 
and unincorporated areas of 2,- 
500 or more outside the urbanized 
areas. These will be included in a 
future report. 

The urbanized area report is 
PC-3, No. 9. 


Cleaner to Use Television 

Sanitone Cleaners, Los Angeles, 
has signed to sponsor a new pro- 
gram, “Special Delivery,” on KFI- 
TV, Los Angeles. The half-hour 
program will be telecast on Mon- 
days at 7:30 p.m. It will feature 
a panel of six people answering 
questions sent in by viewers. Three 
of the panel will be from the San- 
itone organization, and the other 
three will be women customers of 
the company. 


Lamson Appoints Willard 

John W. Willard has been ap- 
pointed sales training manager 
and director of personnel of Lam- 
son Corp., Syracuse, N. Y. 


‘TV Digest Increases Rates 

TV Digest, Philadelphia, has 
issued a new rate card increasing 
its ad rates 35%. This covers a 
70% increase in circulation since 
May, 1950, when the last card was 
issued. Rate per thousand circula- 
tion (100,000 net paid weekly) 
shows a decline of 16%. 


Renames Hirshon-Gartield 


Broadstreet's Inc. has appointed 
Hirshon-Garfield, New York, as 
agency for its men’s stores. The 
agency will handle advertising, 
merchandising and promotion for 
the New York and Chicago stores, 
through local newspapers, direct 
mail and point of sale aids. H-G 
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handled the Broadstreet’s account 
for 18 years until 1948 when it 
went to Cecil & Presbrey. 


Conklin Joins Hoyt 

Donald M. Conklin, formerly 
with Doyle, Kitchen & McCormick, 
has joined the creative staff of 
Charles W. Hoyt Co., New York. 


> advertising problems 


THIS IS BILL GODWIN — (Another W-G Salesman) 


William A. “Bill” Godwin Jr., 


after serving with the U.S. Navy in World 


War Il, went to work with the Atlanta Journal. After that newspaper ex- 


® perience, Bill joined our Atlanta office 

Mt efficient advertising salesman who, 
ready and anxious to help solve your 
Please note individual advertisements of our news- 


likeable, 
is competent, 


anager. Bill is an able. 
all of our salesmen, 


papers throughout this issue. 


has been advanced to 
like 


where he 


WARD-GRIFFITH CO. 


DAILY NEWSPAPER REPRESENTATIVES 


Park Lexington Doreen 


Plaza 5-7028 NEW YORK 


Wrigley Buildin Superior 17-2485 CHICAGO 
General Motors “Building Trinity 3-6365 DETROIT 
Statier Office Building Liberty 2-5669 BOSTON 
22 Marietta Street Walnut 1231 ATLANTA 


215 Buliders se 
Russ Buildin 


GET OUR CITY ZONE FOLDER 


CHARLA 
SAN FRANCISCO 


CIRCULATION, YES! 


In fact, the Deseret News daily circulation is 


currently at an all-time high. 


BUT MORE THAN THAT, 


READERSHIP! 


In the Mountain West, the Deseret News is tops in 


readership because: 


@ The Deseret News gives its readers faster . . . 
better . . . more complete news and picture 


coverage — it has 


ALL THREE Major News Services 


e Associated Press 
e United Press 
e International News Service 


TWO Great Wirepicture Services 


e Acme Telephoto 
e Associated Press Wirephoto 


@ LOCALLY-EDITED COLOR GRAVURE MAGAZINE every Sunday. 


Reader interest is heightened by the editorial local touch. 


e BEST SPORTS COVERAGE in the Mountain West. 
e@ THREE SECTION NEWSPAPER with a daily and Sunday Family Sec- 


tion—with features for every age and interest group. 


e EXCLUSIVE MIDWEEK SECTION cach Wednesday brings fashions, 


food, baby care, and home helps from writers who have won national recogni- 
tion and awards. 


e@ MORE PICTURES than any Mountain West paper. 
e “FARM AND GARDEN” —the Sunday section that is really read in the 


thousands of prosperous farm and suburban homes in the Mountain West. 


Your best advertising buy in the rapidly growirg Mountain West market! 
SALT LAKE CITY 


And in advertising, 
don’t forget — it’s 
readership that 
counts. 


Still Growing . . . and Still Growing Better 


National Representative: Cresmer & Woodward, Inc. 
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Names Elmer W. Ayer Agency 


Bardwell & McAlister, Burbank, 
Cal., has named Elmer W. Ayer, 
Advertising, Hollywood, Cal., to 
direct the advertising of its new 
product, Screen Scriber, a port- 
able overhead projector. Business 
and visual education publications 
and direct mail will be used 


DAYTONA BEACH 


Florida's eect "Ro Lon 1 a. 
THE DAYTONA BEACH NEWS-JOURNAL 
1. Daytona Beach is an unusual test 
market. its thousands of visitors 
come from all over the U.S., Canada, 
Cuba and South America. 
. Over $55,000,000 effective buying in- 
come. 
Over $38,000,000 retail sales. 
uality market index of 140. 
. 1949 total advertising 10,066,667 lines. 
. National advertising gain 20.58%, 
compared to Nation's average 14.80%. 
SEND FOR DUR ADVERTISERS’ MERCHANDISING PLAN 


Represen by 4. Obenauer Jr. In_ Jacksonville 
and Neiton ally Represented By 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 
in all principal advertising centers 
— GET OUR CITY ZONE FOLDER — 
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Now... 


WORKBASKET. 


Murray Bernhard 


Meet America’s Most Fabulous 
Women’s Market...in the ONE 
Magazine that is Used... 
reach over a million members of 
Aunt Ellen's famous Needlework Club 
through the pages of their bible . 


the purse strings, influence the buying. 
Talk to them in The WORKBASKET ... 
the magazine that is read, used and kept for 
future reference! Write us or ask our _—: 
sentative for exciting success stories . . 


The WORKBASKET 


Handcraft Building, Kansas City 16, Mo. 
Here are Your WORKBASKET Representatives: 


489 Fifth Ave., Mur. Hill 2-2492 
New York, New York 


° 
Richard Compton 
Dies in California 

New York, Feb. 8—Richard J. 
Compton, 59, former head of 
Compton Advertising Inc., and a 
former chairman of both the 
American Assn. of Advertising 
Agencies and of Advertising Re- 
search Foundation, died Feb. 6 at 
Rancho Santa Fe, Cal., where he 
had resided since 1948. 

A native of St. Louis, he worked 
in his father’s printing shop before 
coming to New York in 1915 as a 
cub copywriter for the Blackman- 
Ross Co. at a salary of $35 a week. 
In World War I he was an artil- 
lery officer. 

Returning to the agency field, 
he rejoined the Blackman organi- 
zation, which became the Black- 
man Co. and after that Blackman 
Advertising Inc. Mr. Compton was 
made a junior partner in 1929, a 
senior partner in 1932, and presi- 
dent in 1935. In 1937 the agency’s 
name became Compton Advertis- 


ing Inc. In 1946, Mr. Compton be- 
came chairman of the board 

The following year he resigned 
as chairman but continued as a 
director and consultant until 1950, 
when he retired. He had served al- 
so as a director of the London ad- 
vertising agency of Lamb & Rob- 
inson 

When the Advertising Research 
Foundation was formed in 1936, 
under the joint sponsorship of the 
Assn. of National Advertisers and 
the Four A’s, Mr. Compton was 
named vice-chairman of the board, 
and became chairman in 1939. In 


1945-46 he was board chairman of | 


the Four A’s. 


J. MITCHELL THORSEN 

New York, Feb. 6—J. Mitchell 
Thorsen, 69, 
manager of Metropolitan Mag- 
azine and business manager of 
Cosmopolitan, died yesterday at 
the home of his brother Theodore 
in Amityville, N. Y., where he was 
visiting for the weekend 


Born in Chicago, Mr. Thorsen 
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WORKBASKET ANNOUNCES ITS ACCEPTANCE 
BY THE AUDIT BUREAU OF CIRCULATIONS 


JUNE, 1950 ISSUE 1,039,534 


(Effective with the September, 1950 issue, WORKBASKET Guarantee raised to 1,100,000) 


. The 


These women control 


JUST COMPLETED 


Starch Readership Survey 


Here's up to the second 
Starch data on amazing 
reader interest and second- 
ary readership The WORK- 
BASKET delivers. This in- 
formation now available to 
agencies and advertising 
executives. 


WORKBASKET Representative 


of the 
WORKBASKET Audience 


WRITE OR PHONE Your 


FOR FULL FACTS 


John R. Cockerell 
360 N. Michigan, An. 3-6929 
Chicago, Illinois 


412 W. 6th St, Van Dyke 5875 


| M. Bothwell 
Los Angeles, California 


|Jr., 42, 


a former advertising | 
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worked in the advertising depart- 
ments of Chicago and Detroit 
newspapers before becoming 
Detroit advertising representative 
for Collier's. Later he became ad- 
vertising manager of Metropolitan 
and subsequently business man- 
ager of Cosmopolitan. He resigned 
the latter position in 1921 to be- 
come a partner with Edward L. 
Bernays in public relations. Later 
he opened his own insurance agen- 
cy with another brother, George. 


JOHN BOETEL JR. 
DIES IN RR WRECK 

Newark, Feb. 8—John C. Boetel 
advertising manager of 
Kresge’s department store here, 
was killed Feb. 6 in the train 
wreck near Woodbridge, N. J., 
which took a toll of 83 lives. 

Mr. Boetel had had experience | 
in several department stores and| 
with Butterick Patterns before 
starting his own agency in the 
late 30s. He discontinued the agen- 
cy during World War II. 

Seven years ago he joined 
Kresge’s as art director, and a few 
years later he was made adver- | 


| tising manager. 


SIGURD O. WERNER 

Cuicaco, Feb. 6—Sigurd O. 
Werner, 59, Chicago manager for 
Miller Publishing Co., Minneapolis, 
since 1928, died here yesterday 
He had been associated with Miller 
for 45 years and was made a direc.|® 
tor of the company in 1948. 

Mr. Werner was an officer in 
several flour and bakers associa- 
tions and clubs, and was a member | 
of American Society of Baking} 
Engineers, Allied Trades of the 
Baking Industry, and the Chicago 
Millers Club. 

The Miller Co. publishes The 
American Baker, Feedstuffs, Mill- 
ing Production and The North- 
western Miller. 


New PR Chapter Formed 


The Minnesota Chapter of the| 
Public Relations Society of Ameri- 
ca is being formed in Minneapolis. 
The new chapter is an outgrowth 
of an informal public relations 
group which has been meeting for 
four years. Officers of the group 
are: President, Erle B. Savage Jr., 
Batten, Barton, Durstine & Osborn; 

vice-president, Don Short, public 
relations counsel; secretary -treas- | 
urer, Cyril Plattes, General Mills. 


Pyrene Elects Phillips 


elected president of Pyrene Mfg. 
Co., Newark, N. J., manufacturer 
of fire extinguishers, air foam 
playpipes and systems. He suc- 
ceeds Edward J. Waring, who has 
retired after 40 years with the 
company 
dent and president. Mr. Phillips 
has been a member of the Pyrene 
organization since 1913. 


American Cyanamid Ups Little 


H. C. Little, a member of the 
employe relations department of 
American Cyanamid Co. New 
York, has been appointed director 
| of employe relations. He succeeds 
E. J. Dempsey, who resigned to de- 
vote his time to management con- 
sultant work in the industrial re- 
lations and engineering fields. 


Wade Appoints McCluer 


Paul McCluer, formerly sales 
manager of the central division of 
National Broadcasting Co., has 
been named _ assistant general 
manager of Wade Advertising 
Agency, Chicago, effective March 
5. 


NBC Transfers Dann 

Michael Dann, trade news edi- 
tor, has joined the video sales de- 
partment of NBC-TV, New York, 
as coordinator for program pack- 
age sales. 


To Doyle Dane Bernbach 
Empire Brushes Inc., has named 
Doyle Dane Bernbach, New York, 
to handle its advertising and mer- 
chandising. 


| machine, 


as treasurer, vice-presi- | 


Alfred Smart, 56, 
Esquire Exec, Dies 


Cuicaco, Feb. 6—Alfred Smart, 
56, president and treasurer of Es- 
quire Inc., died Feb. 3 at Wesley 
Memorial! Hospital here. 

Mr. Smart was born in Omaha 
and was graduated from the Uni- 
versity of Illinois. He joined the 
publishing company founded by 
his brother, David, shortly after 
World War I. 

As secretary and treasurer of 
the firm, Alfred Smart was in 
charge of financial and real estate 
affairs. Three years ago, when 
David A. Smart became chairman 
of the board, Alfred became pres- 
, ident of Esquire Inc., publisher of 
Esquire, Coronet and Esquire’s Ap- 


parel Arts. Another brother, John, 


| is vice-president of Esquire. 
He was a member of the Stand- 
ard Club and the Bryn Mawr 


| Country Club, both in Chicago. 


RALPH COXHEAD 

Newark, Feb. 8—Ralph C. Cox- 
head, 58, founder and chairman of 
Ralph C. Coxhead Corp., manu- 
facturer here of the Vari-Typer 
died Tuesday while on 
vacation in Palm Beach, Fla. 

Born in Oakland, Cal., he be- 
came a salesman in the calculating 
machine business. During World 
War I he was a member of the 
naval consulting board headed by 
the late Thomas A. Edison. 

In 1933, Mr. Coxhead acquired 
the assets of an organization that 
had attempted to modernize the 
old Hammond typewriter. He de- 
veloped a number of engineering 
changes in the machine which ul- 
timately became the Vari-Typer 
The machine attracted nationwide 
attention in 1947 when type com- 
positors went on strike against 
Chicago's five major newspapers 
During the 22-month strike the 
Chicago dailies were printed from 
copy composed by Vari-Typing. 

In 1948, Mr. Coxhead bought the 
estate of the late Frederic Goudy, 
noted type designer, in Marlboro, 

. Y., to preserve it as a shrine. 


LUTE L. SIEGFRIED 

Cuicaco, Feb. 6—Lute Locke 
Siegfried, 53, advertising sales 
representative for The Saturday 
Evening Post for 15 years, died 
| Feb. 3 at his home here. 


Wallace B. Phillips has been, W. J. CONNERS JR. 


BurrFa.o, N. Y., Feb. 5—William 

Conners Jr., 55, publisher of 
the Buffalo Courier-Express, died 
Feb. 3 of a heart attack. He was 
the son of William J. Conners Sr., 
publisher of the Buffalo Courier, 
who died in 1926 shortly after that 
paper was merged with the Ex- 
| press. A new plant was built and 
| the son took over as publisher of 
| the combined papers 

An alumnus of Yale University, 
he served in both world wars. In 
addition to his newspaper activities, 
he was chairman of the board of 
WEBR Inc., radio station operated 
in conjunction with the newspaper, 
and president of Frontier Contract- 
ing Co., Geo. W. Jennings Co. and 
Frontier Warehouse Co., and a 
director in a number of other com- 
panies. 


NEW JERSEY 
A Wealthy ew ty aged Product 
Co 


ELIZABETH DAILY JOURNAL 


1. Metropolitan high spot of New 
Jersey. 
2. Union County market index 115. 
3. Net buying income $634,201,000. 
4. Retail sales $330,948,000. 
ASK FOR ADDITIONAL MARKET FACTS 


Nationally Represented by 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 
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COLOR PAGE—This variation of Deep- 

freeze Appliance Division's food bank ads 

leads a new series in the February issue 

of Better Homes & Gardens. The play on 

the First National nameplate is carried 

out in the copy. LeVally Inc., Chicago, is 
the agency. 


Senate Okays New 
Bill Calling for 
Streamlined FCC 


WASHINGTON, Feb. 6—The Senate 
today gave its approval to the Mc- 
Farland bill (S. 658), which calls 
for streamlining the Federal Com- 
munications Commission. The bill 
does not modify the commission's 
role in granting and renewing 
broadcast and TV licenses. 

Similar legislation passed by the 
Senate during the 8lst Congress 
died in the House, largely as a re- 
sult of opposition from FCC Chair- 
man Wayne Coy, who contended 
that the commission was making 
all the desirable structural changes 
without legislation. 

However, the present bill omits 
some of the provisions which were | 
offensive to FCC, among them a 
plan to set up three separate panels 
of commissioners, specializing in| 
FCC's three major fields: broad- 
cast, common carrier and public 
service broadcasting. 


e The bill contains a _ provision 
which would prevent FCC mem- 
bers who resign their offices from 
appearing before the commission 
within a year from the time they 
leave. 

Several changes which had been 
sought by FCC are written into 
the bill. Among them is a new 
section on penalties, which per- 
mits FCC to issue cease and desist 
orders against stations for minor 
rule infractions. 

At the present time, the cammis 
sion’s sole sanction is its power 
to revoke licenses. In the past, FCC 
has allowed minor infractions to go 
unpunished rather than resort to 
an extreme penalty. 


Elects Alvah Wheeler V. P. 


Alvah B. Wheeler, vice-president 
and advertising manager of Maga- 
zines of Industry Inc., New York, 
publisher of Modern Industry, has 
been elected executive vice-presi- 
dent of the company. He will con- 
tinue as advertising manager. 


WFMY-TV Names Virgil Evans 

Virgil V. Evans, account exec- 
utive of Station WFMY-TV, 
Greensboro, N. C., has been named 
commercial manager of the sta- 
tion. 


HAVERHILL 


MASSACHUSETTS 


A Key City Of 50,696 City Zone 
Population Reached By The 


HAVERHILL GAZETTE 
1. World shoe making center. 
2. Western Electric Co. manufac- 

turing center. 
3. Effective merchandise help. 
4. Business is good in Haverhill. 
REQUEST MORE FACTS—ADVERTISE IN HAVERHILL 
Nationally Represented by 
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Exhibit Producers Expect Profitable Year 


New York, Feb. 6—Barring 
further cutbacks in civilian pro- 
duction and restrictions on mate- 
rial, the exhibit industry will do as 
well in 1951 as last year, members 
of the Exhibit Producers and De- 
signers Assn. said at their annual 
meeting here. 

Some display builders already 
are working on government or- 
ders, others are seeking them, and 
all are ready to turn their full ef- 
fort to the rearmament program 
when and if the government can 
make use of their facilities, an 
informal poll of the members re- 
vealed. 

Few of the approximately 2,000 
trade and industrial shows sched- 
uled for 1951 have been canceled, 
it was said, and only a small per- 
centage of exhibitors have in- 
dicated a cut in 1951 expenditures 
for exhibition displays. i 

Officers elected for the ensuing) 
year include Leslie Levi of Ivel| 
Construction Corp., president; Sid-| 
ney Wein of Dyna Graphic Dis-| 


plays, vice-president; W. J. Levins 
of Gardner Displays, secretary; 
and Peter Corn of Displayers Inc., 
treasurer. 


Appoints Erwin. Wasey 

Minnesota Hospital Service Assn. 
(Blue Cross, Blue Shield) has ap- 
pointed Erwin, Wasey & Co. of 
Minnesota, Minneapolis, to han- 
dle its advertising. 


GM. Swanson Jointly 
Sponsor Television Show 
General Mills, Minneapolis, for 
its cereals, flours and mixes, will 
alternately sponsor the last half- 
hour, 5:30-6 p.m., CST, of the 
“Ted Mack's Family Hour” Sun- 
day telecasts over ABC-TV, effec- 
tive March 25. Tatham-Laird, Chi- 
cago, placed the 62-week contract. 
GM will alternate sponsorship with 
C. A. Swanson & Sons, Omaha. 
Swanson, for its canned and frozen 
poultry and margarine products, 
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will begin its sponsorship on March 
4 and will carry the segment for 
the following two weeks until 
GM's contract becomes effective 
Tatham-Laird also handled Swan- 
son's contract 


Grimm, Craigle Form Agency 
Walter T. Craigle has become a 
partner in William K. Grimm, Chi- 
cago agency. The agency now will 
be known as Grimm & Craigle. Mr 
Craigie has been associated with 


THIS IS LOYAL PHILLIPS — 


Loyal Phillips is General Manager of 


THE FASTEST GROWING NEWSPAPER 


IN UNITED STATES — 


THE LAKE CHARLES, 


LOUISIANA, SOUTHWEST CITIZEN 


Starting from “scratch” on August 14, 1949, the Sunday Southwest Citizen 
gained leadership in local, general and classified advertising and the daily 
Citizen is right up there too. Lake Charles is the 4th market in Louisiana. 
Schedule your advertising in the growing newspaper, the Southwest Citizen, 
represented with offices in all principal advertising centers by the 


WARD-GRIFFITH CO. 


With Offices In All Principal Advertising Centers 


The copy chief's wife had the right idea... 


“When / want to buy a particular brand 
or find authorized service, George, I 
look for the trade-mark in the ‘yellow 


pages’ 


“Why don’t you make your ads tell 


of the telephone directory. 


people to do just that. 


“Wouldn't that solve your problem of 
telling people where to find the client's 


dealers?” 


You married a smart girl, George. She 
is absolutely right...Trade Mark 


as 


~~ salt 2 


i 


oul 
AMERICAS purine CUE 


RS 
For over 609 


Service in the ‘yellow pages’ 
phone directory will associate your 
client's brand name or trade-mark with 


of the tele- 


a list of his dealers in 32,000,000 direc- 


localities. 


tories across the nation...or in specified 


Then a one line ‘sign post’’ in the 
national ads will finish the job... some- 
thing like “Look in the ‘yellow pages’ 


of the Classified Telephone Directory 


For further information, call your local telephone business office 
or see the latest issue of Standard Rate and Data 


for our nearest dealer.”” Worth recom- 
mending to your clients, isn’t it? 
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Southern California Agency Group Seeking 
Credit Data on Applicants for Membership 


Los ANGELEs, Feb. 6—Southern 
California Advertising Agencies 
Assn. has begun asking media and 
vendors, individually or through 
associations, to comment confiden- 
tially on their past dealings with 
wpplicants for membership in the 
agency association 

Under the new procedure, when 
an agency applies for membership, 
the association's secretary will 
send a questionnaire to media and 
vendors with whom the agency is 
believed to have had dealings 
They are asked to say whether or 
not they have done business with 
the applicant, and whether the 
dealings were satisfactory or not. 

The new procedure was initiated 
because the association is fre- 
quently asked to get financial 
statements from its members. The 
group has shied away, however, 
because there is no desire to act 
as a source of credit information 
At the same time, there has been 


a search for some check on the 
standing of an applicant agency. 

The covering letter notes “the 
Southern California Advertising 
Agencies Assn. is in no way set- 
ting itself up as a credit clearing 
agency, nor does membership in 
the association necessarily mean 
that an agency is in good financial 
condition.” 


Watkins Joins Johnson 

Sylvestre C. Watkins has re- 
signed as manager of advertising, 
sales promotion and publicity of 
Wilcox & Follett Co., Chicago, to 
become circulation manager of 
Johnson Publishing Co., Chicago, 
publisher of Ebony, Negro Digest 
and Tan Confessions. 


Les Waas Joins Cox Agency 
Les Waas, free-lance advertising 
artist and television producer, has 
joined J. Cunningham Cox Adver- 
tising Agency, Philadelphia, as 
director of radio and television. 


Scribner's Names Spier 


Charles Scribner’s Sons, New 
York book publisher, has named 
Franklin Spier Inc., New York, to 
handle its general trade and con- 
sumer advertising, effective March 
1. Cecil & Presbrey formerly han- 
dled the account. The Scribner 
mail order advertising will con- 
tinue 
& Beatty. 


To National Advertising 

Peter J. Brancato, formerly of 
Hearst Advertising Service, and 
Jock E. Merrihew, formerly with 
U. S. Rubber Co., have joined the 
sales staff of the National Adver- 
tising Service, New York, college 
newspaper representative. James 
A. Cook, formerly of College 
Sales & Research, has joined NAS 
in a managerial capacity. 


Pepsodent Names Steeves 

John J. Steeves, formerly vice- 
president and sales manager of 
Ogilvie-Sisters Lee Inc., has been 
appointed national sales manager 
of drug chains and department 
stores for Pepsodent division of 
Lever Bros. Co., New York. 


west Farm 
a abet Market... 


THE FEATURE NEWS WEEKLY 
OF THE RURAL MIDWEST 


Add Capper's Weekly to your list 


Cappe 


and watch your sales increase in this 


rich and able-to-buy Farm and Rural 


Town market of the Midwest. 


' Weekly--make it a family reading favor 


The unique Human Interest editorial 


technique which characterizes Capper's 


-ite. They pay a premium for it! 


Try Capper's Weekly and let it prove 


what it can do for you! 


t's Week 


912 Kansas Avenue 
Topeka,Kansas 


CAPPER 
PUBLICATIONS INC 


to be directed by Schwab | 
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The Creative Ulan Corner 


Ads that might just as well have never been written. 
Gather ye round the board of directors’ table, boys and girls, 
while we discuss “a new living symbol of the kind of spirit 
of engineering advance” on which is built the great satisfac- 
tion of Plymouth, Dodge, De Soto and Chrysler owners in 
their cars. 

This is apparently new to the members of Chrysler's eng- 
ineering board, too, because they're all dressed up in their 
Sunday best and look as if they had just been corralled at 
the D. A. C. to get the hell back to the plant and have their 
picture taken. 

It’s the new “Hemispherical Combustion Chamber of the 
remarkable new Chrysler FirePower Engine, soon to be in- 
troduced"’—get this—“in the new Chrysler New Yorker and 


— 


Imperial cars.’ Unless you buy a new Chrysler New Yorker 
or Imperial, you ain’t gonna get it. 

Anyway, what this thing does “is to intensify the combus- 
tion of fuel with a full-compression, turning more heat into 
power, getting more work from every drop of gasoline with 
efficiency never before possible.” 

Fortunately, Chrysler promises more details in other pub- 
lished messages yet to come. It is to be hoped these other mes- 
sages will be written for the general public and not Chrysler's 
engineering board. 

Meanwhile, lets investigate the six things that must be 
done, according to the Institute of Life Insurance, if we want 
to check inflation. 

Let’s take just one paragraph out of this ad in order to con- 
serve space. Let's take the first one, because if that doesn’t 
make any sense to the average Joe, it’s a cinch he’s not going 
to read the second or third. 

“We must increase production,” it says, “in order to meet 
defense needs and, at the same time, provide civilian neces- 
sities. Up to now peacetime demands have kept production at 
full blast. Of course, we've got to reduce civilian demands. 
Even then, it is only through increased production that we 
can meet this double need and also help keep prices from ris- 
ing. Government, business and labor should discourage wage 
and profit increases which primarily increase prices without 
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increasing production.” 
You still with us? Or is that 
poring over the copy? 


What say we chip together and send 
Chrysler and the Institute Rudolph Flesch’s book on a few 
basic rules to follow to make yourself understood in print? 


Chrysler's engineering board 


Philco Cuts TV Program 
and RCA Drops ‘Take It’ 


Two top radio and TV set/| 
makers last week curtailed net- 
work shows. Philco Corp., Phila- 
delphia, which sponsors Don Mc- 
Neill in an hour telecast over 
ABC-TV, will reduce its backing 
of the show to a 30-minute period 
in March. Hutchins Advertising 
Co. is the agency. 

Radio Corp. of America, Cam- 
den, N. J., has canceled its only 
network radio program, “Take It 
or Leave It” (NBC), as of March 
4. This adds to NBC’s Sunday 
night sustaining problems, leaving 
only “Operation Tandem on 
which sponsors buy participations, 
and U. S. Steel's “Theater Guild” 
in the sponsored column between 
6 and 11 p.m., EST. Biow Co. is 
the agency for “Take It or Leave 
It.” 


Joins Alport & O'Rourke 

Betty Lancaster, formerly with 
MacWilkins, Cole & Weber, has 
been named a vice-president of 
Alport & O'Rourke, Portland, Ore., 
agency. She will supervise all ad- 
vertising, publicity and marketing 
programs developed by the Port- 
land office. 


Barlow Joins ‘Holiday’ | 

Betsy Barlow, formerly adver-| 
tising manager of Yards, Trenton, 
N. J., specialty store, has joined 
the advertising promotion staff of 
Holiday, Philadelphia. | 


Cancels TV, Electric Show 

The Fourth Annual Television 
& Electrical Living Show, sched- 
juled to be held at the Chicago 
Coliseum, has been postponed by 
the Electric Assn. because of the 
current international situation and 
its effect on the availability of TV 
sets and other electrical merchan- 
dise in the appliance field. No in- 
dication has been made regarding 
a 1952 event 


Oneida Presents New Pattern 

Stanton Hall, a new solid ster- 
ling pattern created by Oneida 
Ltd., Oneida, N. Y., will be intro- 
duced via four-color page ads in 
April, May and June issues of 11 
women’s, fashion and shelter mag- 
azines. J. Walter Thompson Co., 
New York, is the agency. 


In CANADA 


THE STAR WEEKLY 


reaches more Canadians 
than any other publication 


It Can Help Your Company 
Increase Sales in Canada 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 
in all principal centers 
— GET OUR CITY ZONE FOLDER - 
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Ads Must Perform 
a Public Service in 
Emergency: Gottleib 


New York, Feb. 6—‘Advertis- 
ing, under the pressure of war and 
constantly changing’ conditions, 
must be made to perform a public 
service in the light of the world 
situation,” according to Edward 
Gottleib, president of Edward 
Gottleib & Associates, public re- 
lations. 

Addressing the drug, toiletries 
and cosmetics division of the Assn. 
of National Advertisers, Mr. Gott- 
leib cited the above as the most 
important single key to the future 
consumer acceptance of a company 
or a product. 

Listing four other points on 
which consumer acceptance of 
drug and toiletry interests rise or 
fall, Mr. Gottleib noted: 

1. Properly conducted medical 
and dental research. 

2. Educational and consumer 
service departments. 

3. Selection of experienced per- 
sonnel to deal with media out- 
lets. 

4. Avoidance of one-shot pub- 
licity campaigns. 


e He pointed out that neither ad- 
vertising nor public relations can 
do a satisfactory job by itself. 
“Public relations and publicity 
should never be considered as a 
means of obtaining cheap adver- 
tising. Nor is it haphazard lunch- 
ing with the right editor at the 
right time. Where planned and ex- 
ecuted properly, it can be an im- 
portant support for advertising, 
and can often provide advertis- 
ing with credible editorial ideas 
that insure sales effectiveness.” 


Reports Canadian Sales Up 
Ekco Products Co., Chicago, re- 
ports that sales of its Canadian 
subsidiary have increased more 
than 100% in the past year and a 


half as a result of a “unique reor- | 


ganization program.” The new 
policy, which resulted in the cre- 
ation of a merchandising and sales 
organization closely tailored to the 
special requirements of the Can- 


adian market, is based on a sales | 


subsidiary which warehouses in 
Canada Ekco products made in the 
U. S. and England. 


Burke to ‘Commercial-News’ 
Kenneth Burke has been ap- 
pointed general manager of the 
Commercial-News, Danville, Ill. 
Mr. Burke, who has been business 
manager of the Saratogian, Sara- 
toga Springs, N. Y., succeeds E. C. 
Hewes, who is retiring. Frank Mc- 
Cue, promotion manager of the 
Knickerbocker News, Albany, 
N. Y., has been named to replace 
Mr. Burke in Saratoga Springs. 


Signs for 5-Minute Newscast 


State Farm Mutual Automobile 
Insurance Co., Bloomington, II1., 
will sponsor Cecil Brown in a five- 
minute weekly newscast over 
Mutual, starting Feb. 24 at 7:55 
.m., EST. Needham, Louis & 
Brorby, Chicago, is the agency. 


Form Lund & Willett Agency 


Richard G. Lund and Paul Y. 
Willett have formed their own ad- 
vertising agency, Lund & Willett, 
with offices at 343 S. Dearborn 
St., Chicago. 


LYNCHBURG 


VIRGINIA 


An Industrial Center, A Virginia Key 
City Reached Through 
THE LYNCHBURG NEWS & ADVANCE 
1. Effective buying income 
$66,994,000. 
2. Quality of market index 113. 
3%. City zone population 47,241. 
4 pene A cannot be sold from 
he outside. 


t 
ADVERTISE IM LYNCHSURG-GET OUR MARKET FOLDER 


Nationally Represented by 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 
in all principal advertising centers 
~ GET OUR CITY ZONE FOLDER — 


|in Chicago at 39 S. 


Advertising Age, February 12, 1951 


Orange-Crush Uses Comics 

Orange-Crush Co., Chicago, is 
using Al Capp’s comic strip, Li'l 
Abner, for its present promotion in 
comics books. Full-page color ads 
are scheduled in Billy the Kid #4, 
Buck Rogers #101, John Wayne 
#9 and True Movie & TV; plus 
Lil Abner and Captain Tootsies. 
Campbell-Mithun, Chicago, is the 
company’s agency. 


Acme-Evans Names Perkins 

A. L. Perkins & Co., Indianapolis, 
has been appointed by Acme- 
Evans Co., Indianapolis, to handle 
advertising of its E-Z-Bake All 
Purpose flour division and Acme 
feed division. The agency has 
moved its offices from 426 N. 
Meridian St. to 54 Monument Cir- 
cle. 


McCain Opens Chicago Office | 


McCain & Associates, Indiana- 
polis agency, has opened an office 
La Salle St. 
Frank B. Carney, formerly with 
Roche, Williams & Cleary, has 
been appointed vice-president in 
charge of the Chicago operation. 


Direct Mail Volume Totals $918,660,480 


in 1950, Up 6.33% from 


New York, Feb. 6—Total direct 
mail advertising dollar volume for 
1950 was $918,660,480, a gain of 
6.33% over 1949, according to es- 
timates released by the Direct Mail 
Advertising Assn. Dollar volume 
in 49 was $863,989,480 

The statistics compiled by the 
association are based upon postal 
volume figures and percentages 
based upon results of surveys con- 
ducted by a special DMAA com- 
mittee composed of Horace H. 
Nahm, president of Hooven Let- 
ters Inc.; Leonard J. Raymond, 
president of Dickie-Raymond Inc.; 
Edward N. Mayer Jr., president of 
James Gray Inc.; and Henry Hoke, 
publisher and editor of Reporter 
of Direct Mail Advertising 


@ Preliminary estimates of the 
monthly dollar volume of direct 
mail advertising used by Ameri- 
can business have been issued by 


‘49, DMAA Finds 


the association throughout the 
year. Adjustments in these monthly 
estimates were made when figures 
for the entire year became avail- 


able. 

The revised breakdown by 
months: 
January $ 77,378,375 
February 70,613,089 
March 83,437,110 
April 75,895,856 
May 76,452,347 
June 74,459,576 
July 69,928,571 
August 75.937 938 
September 75,738,875 
October 85,752,037 
November 5,960,128 
December 67,086 578 

Total $918,660 480 


NBC Promotes Norman Glenn 

Norman W. Glenn has been 
named sales promotion supervisor 
of National Broadcasting Co., New 
York. Before joining NBC last 
year, Mr. Glenn was a space sales- 
man for Collier's. 


Volland Appoints Harshe 


Wm. R. Harshe Associates, Chi- 
cago, has been named public re- 
lations and publicity counsel for 
P. F. Volland Co., Joliet, Ill. 
greeting card manufacturer 


Film Counselors Moves 

Film Counselors Inc., motion 
picture and television consulting 
concern, has moved to larger of- 
fices at 500 Fifth Ave., New York. 


NEW BERN 
NORTH CAROLINA 


A Self Contained, Isolated Market 
Reached Through The 
NEW BERN SUN-JOURNAL 
We will help you merchandise your 
campaign in the Sun-Journal to 
reach the $19,249,000 effective buy- 
ing income of New Bern. Test your 
campaign in the New Bern market. 
REQUEST MORE FACTS—ADVERTISE IN NEW BERN 


Nationally Represented by 
WARD-GRIFFITH CO. 
The Ward-Griffith Co. mointains offices 


in all principal centers 
— GET OUR CITY ZONE FOLDER — 


= 


oF 


oo 


id¢7 


a 


Have you a one“track mind ? 


Culturally and intellectually, American families don’t all live on the same “side of the tracks.” 
Some of them enjoy the Opera, drink Cocktails. Others go to Double Features, drink Beer. 


BUT THEY ALL 


BUY. And, no matter which 


de of the tracks they live on, they're your prospects 


for thousands of food, drug and cosmetic products — 


for they all have homes to run, families and children 


to feed and to clothe. 


But you can’t sell both sides of the market with the same 


kind of magazines. Proof? (Starch, for instance, reports 


that only 3.7% of Woman's Home Companion readers and 


rd 


only 3.5% of The Saturdey Evening Post readers ever read a 


copy of True Conressions. ) 


Therefore, manufacturers who advertise only to “one side 


of the tracks” are missing a big share of America’s young 


working families where True Conressions two and a half 


million readers are concentrated. 


True Conressions’ 


families are 


a big market. 


They're a young market, with years of pur- 
chasing ahead of them (the lowest mecian 


age—27.6—of any 
Starch). 


They're a market rich in 


magazine 


studied by 


young children — 


60.8% have one or more children, a far 
higher percentage than any other magazine 
studied by Starch, except Parents Magazine. 


If you are out to beat rising costs by increased sales, it’s 


time to take a more covetous look at the women who do 


the buying for these millions of wage earning families. 


True Conressions is especially edited to serve the inter 


ests of this mass market “on the other side of the tracks” 


—and serves them so well that it outsells the next largest 


romance magazine on the newsstands by more than 207 


e a 
ONLESSIONS . . . ove:*1,800,000 onus 300,000) 


A Fawcett Publication 
67 West 44th Street, New York 18, N. Y. 


Estimated 4th quarter circulation 


1950 
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Psychological Methods in Advertising 
Outlined in New Book by Lucas and Britt 


New York, Feb. 6—For anyone 
interested in the psychology and 
research phases of advertising, 
rather than just advertising pro- 
cedure alone, a new book entitled 
“Advertising Psychology and Re- 
search” by D. B. Lucas and S. H. 
Britt should prove very helpful 
(McGraw-Hill, $6.50) 

This book attempts to combine 
the psychological principles of ad- 
vertising with some extensive ap- 
plications of practical research 
methods. Although designed pri- 
marily as a textbook, its authors 
express the hope that it will be 
valuable also to “practitioners of 
advertising who are interested in 
psychology and research.” 

At the outset the authors deal 
with psychological objectives of 
advertising, discussing its major 
purposes and objectives and some 
of the problems and factors in- 
volved in capturing and holding 


the readers’ attention. 

Other sections of the book deal 
with the following topics: (1) ad- 
vertising appeal and copy themes; 
(2) alternate techniques of pres- 
entation; (3) mechanical factors 
affecting advertising; (4) meas- 
urement of advertising effect; and 
(5) evaluation of media audiences. 


e At the end there are questions 
and exercises on each of the vol- 
ume’s 23 chapters, plus a com- 
plete glossary of advertising terms. 
Specific examples and _illustra- 
tions are used throughout, and 
reading references are included 
at the end of each chapter. 

Both authors are psychologists 
working in the field of advertising. 
Mr. Lucas is chairman of the de- 
partment of marketing of the 
school of commerce at New York 
University. He also serves as a 
research consultant for Batten, 


Barton, Durstiné & Osborn, New 
York, and is technical director of 
Advertising Research Foundation. 

Mr. Britt was formerly manager 
of research and merchandising, 
and currently is director of per- 
sonnel for McCann-Erickson, New 
York. 


Three Sign for Videodex 


Jay & Graham Research, Chica- 
go, has announced the following 
new subscribers to the Videodex 
service: Sherman & Marquette; 
Shell Oil Co., and William H. 
Weintraub & Co. 


Lambe Joins WTAR, Norfolk 
Robert Lambe, formerly com- 
mercial manager of Station 
WFMY-TYV, Greensboro, N. C., has 
joined Station WTAR-AM-FM-TV, 
Norfolk, as general sales manager. 


Frieberger Names Cornell 

Ray Cornell, formerly layout di- 
rector of Berlet, Anderson & Mar- 
lin Art Studio, Chicago, has been 
appointed art director of Curt Frie- 
berger & Co., Denver agency. 


Which reaches more families 


Hartford 


“orporate Limits) 


LIFE.........24% 


POST.........14% 
COLLIER’S.........9% 
LOOK.........9% 
MALATE. ........62% maceninnon 


of 20% coverage in 54 


with the Hartford 
Courant 


and the picture is similar in 
all 33 Parade cities of origin 


The Sunday Picture Magazine 
Providing a Minimum of 20° Coverage in... 


1993 Markets 


| Here are the coverage facts 


adjacent markets of 1,000 


or more population 


22/23/24 
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Posed Exclusively for Duss Btau 
MARIE McDONALD 
co-starring in 
“her Paeavt oF 51" 
epee: ° 


Dura Beau puts the eve-appeal in fine hosiery 
increases snag and spot resistance 


makes good 


hosiery better! That's why Dura Brau finished 
stockings out-sell ail other stockings combined | 


foe USA ond Conede 


TELTILE FIbisaes 


DOUBLE DUTY—Movie stors disploy their Dura Beau-finished hosiery in monthly 

trade ads of Scholler Bros., Philadelphic. Preprints of the ads in easel counter 

display form reach manufacturer users of Dura Beau on the 20th of the month 
preceding appeorance. Abner J. Gelula & Associates is the agency. 


Grab a Dictionary! 
Odd Words Abound 
in ‘Fortune’ Letter 


New York, Feb. 7—Have you 
seen your phlebotomist lately? 
Was he reading Fortune? 

The magazine, in a direct mail 
piece that attempts to promote spe- 
cial nine-month subscriptions at 
$6.75 (as compared with a news- 
stand price of $11.25), insists that 
even phlebotomists “like to forage 
in Fortune.” The same goes for 
numismatists, bibliopoles, oOlogists, 
apiarists and paleontologists. Al- 
so funambulists. 

This is the magazine's way of 
disspelling the notion that For- 
tune is intended only for big 
wheels in business. “It’s an ex- 
tremely broad magazine dealing 
with all kinds of subjects which 
directly or indirectly affect every 
last struggling intelligent one of 
us,” the letter insists. 

Fortune may or may not add a 
whopping list of new subscribers 
this way. Time will tell. But it’s 
bound to boom the dictionary bus- 
iness. Nowhere in the three-page 
appeal does it tell its prospects 
the meaning of those six-bit words. 
Numismatists—coin collectors; bi- 
bliopoles—booksellers; oologists— 
egg experts; apiarists—beekeep- 
ers; paleontologists—fossil experts; 
phlebotomists—vein openers; fun- 
ambulists—rope walkers. 


Omaha Has 62,904 TV Sets 

According to the Nebraska-lIowa 
Electrical Council's check of 29 
distributor sources, there were 62,- 
904 television sets in the WOW-TV, 
Omaha, area as of Feb. 1, as com- 
pared with 14,087 on Feb. 1, 1950. 
Set sales for the week ending Feb. 
2 totaled 1,742, as compared with 
597 during the comparable week a 
year ago. 


Seagram Promotes Clark 
Douglas S. Clark has been ad- 
vanced to assistant advertising 
manager in charge of media for 
Seagram-Distillers Corp. New 


York. He was formerly assistant 
to George E. Mosley, vice-president 
in charge of advertising and sales 
promotion. 


Cory Promotes Sheldon Dale 

Sheldon Dale, formerly service 
manager of Cory Corp., Chicago, 
has been promoted to the newly 
created position of director of re- 
search and development. He will be 
responsible for coordination of en- 
gineering and manufacturing of all 
Cory developed products. 


Campbell Joins Field 

James C. Campbell, formerly as- 
sistant to the director of research 
of Batten, Barton, Durstine & Os- 
born, has joined the San Francisco 
office of Mervin D. Field & As- 
sociates, market and opinion re- 
search. 


NBC Promotes Norman Glenn 

Norman W. Glenn, presentation 
writer, has been named sales pro- 
motion supervisor for the National 
Broadcasting Co., New York. He 
will be responsible for sales pro- 
motion copy, package promotion 
and presentations. 


Vasey Joins Round & Son 

R. Bruce Vasey, formerly ad- 
vertising and sales promotion man- 
ager of Cleveland Chain & Mfg. 
Co., Cleveland, has joined David 
Round & Son, manufacturer of 
hoisting equipment, in a similar 
capacity. 


Four Appoint Luckoff Agency 

Luckoff, Wayburn & Frankel, 
Detroit, has been appointed to 
handle the accounts of First Mort- 
gage Corp.; K. Shapiro Inc., meat 
packer; Whittier Hotel, and Ever- 
krisp Food Products, all in De- 
troit. 


PATERSON 


NEW JERSEY 

3rd City In New Jersey Covered With 
THE PATERSON CALL 
In 1949 the Morning Call carried 
more than 7,000,000 lines of local 
advertising. Department Stores and 
national chain food companies 
know, from long experience, the 
people of Paterson read and are 
influenced by their advertising in 
the Call. 

REQUEST MORE FACTS—ADVERTISE IN THE CALL 
Nationally Represented by 
WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 


in all principal advertising centers 
— GET OUR CITY ZONE FOLDER — 
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Advertising Age, February 12, 


Federal Reserve ese on 5 Desentenant Store Sales 


WasHIncTon, Feb. 5—Consumers | 
continued their war-scare buying | 
spree at an unprecedented rate) 
during the fourth week of January, | 
although the upsurge showed signs 
of tapering off 

Fears of shortages have been 
primarily responsible for the buy- 
ing wave, which broke all previous 
records for department store sales 
in January. 

The increase for the week ended 
Jan. 27, as compared with the 
corresponding week last year, was 
25%. Increases over last year's 
sales were 39% for the first week 


DEPARTMENT STORE 
SALES INDEX 


1935.39 EQUALS 100 


Week to Jan. 27, °51*..p278 
Week to Jan. 28, '50*....222 
Week to Jan. 20, 51 301 
Week to Jan. 21, 50*....230 
Month of Dec., '50*....p534 
Month of Dec., “49 484 


pPreliminary 
*Not adjusted seasonally 


of January; 31% for the second 
week of the month; 31% for the} 
third week, and 25% for the fourth 
week. 


e Largest gain over the same week 
last year was recorded by the 
Kansas City district, which was up 
37% in the fourth week of Janu- 
ary. Smallest gain was the Rich- 
mond area’s 18% rise in dollar 
volume. In general, the Old South 
and New York-New England areas 
experienced less activity than did 
districts west of the Mississippi. 

Among the cities, St. Joseph (up 
48%) led the list. Smallest gain 
was that of Columbus, which was 
up only 1%. 

Total sales volume in U. S. de- 
partment stores during 1950 was 
up slightly more than 5%, as com- 
pared with dollar volume for 1949. 


%™ Change from 
Previous Year 


Jan. Mo. Wk 
Federal Reserve to of Jan. 
District and City Nev. Dec. 


UNITED STATES 
Boston District ... 
New Haven 
Boston 
Springfield 
Providence 
New York District 
Newark 
Buffalo 
New York 
Rochester 
Syracuse 
Philadelphia District 
Philadelphia 
Cieveland District 
Akron 
Cincinnati ...... 
Cleveland . 
Columbus . 
Toledo ....... 
Erie 
Pittsburgh 
Richmond District 
Washington 
Baltimore 
Atlanta District 
Birmingham 
Miami .. 
Atlanta 
New Orleans 
Nashville 
Chicago District 
Chicago 
Indianapolis ...... 
Detroit ............ 


PEORIA 


ILLINOIS 
oa. fren For The Rich 13 Somnty 
Area Market Blanketed Wit 
THE. ‘PEORIA JOURNAL STAR 
1. First metropolitan market in 
Illinois (except Chicago). 
2. Metropolitan pop. 250,000. 
3. “Best TEST newspaper in U.S.” 
4. Per capita income—51% above 
Nat'l Ave. 

SEND FOR ““PEORIAREA FACTS FOR FIFTY” FOLDER 
Nationally Represented by 
WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 
in oll centers 
— GET OUR CITY ZONE FOLDER — 
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11 
20 
31 
23 
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28 
21 
26 
29 
28 
41 
10 
36 

1 
35 
26 
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18 
20 
16 
a 
31 
39 
26 
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28 
22 
16 
24 
27 
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1951 


Milwaukee 
St. Louis District 
Little Rock . 
Louisville 
St. Louis Area 
Memphis 
Minneapolis District 
Minneapolis 
St. Paul 
Duluth-Superior 
Kansas City District 
Denver 
Wichita 
Kansas City 
St. Joseph 
Oklahoma City 
Tulsa 
Dallas District . 
Dallas 
Fort Worth 
Houston 
San Antonio 
San Francisco District 
Los Angeles Area 
Oakland 
San Francisco 
Portland 
Salt Lake City 
Seattle 


Data not available 


rRevised 
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Cubs, White Sox Sell TV 
Rights to ‘51 Ball Games 


director of Duane Jones Co., New 
York, have formed Wyatt & Schue- 
| bel with offices at 40 E. 5ist St., 


Gilbert to ‘Business Week’ 
Joseph Gilbert, for the past five 
years technical and associate ed- 


a Pe A — fost | New York. The new company, in itor of S. A. E. Journal, published 

games to Stations WGN-TV and association with one agency ex- by the Society of Automotive 

WBKB. The y le ton League | usively in each of several cities, Engineers, will join Business 
, ag 


Week, New York, Feb. 15 as in- 
dustrial production editor. He suc- 
ceeds John Sasso, who has become 
executive assistant to Fred Witt- 
Wyatt & Schuebel will act as a ner, president of Fred Wittner 
will carry all 77 of the Cubs’ Complete television and radio de- Advertising Agency (AA, Jan 
home games, and WGN-TV will P@rtment 22) 

also air 58 Sox games (night —_— 


games played by the Sox will not! 
be televised). Station WGN-TV is y, il il 
62 Billion Dollar 
Automotive Market 


will create, direct, produce and do 
the time buying for that agency. 
In New York City, Doyle, Dane, 


Bernbach is the agency for which 


32 Chicago White Sox ball club again 
2s has signed with WGN-TV to carry 
29 telecasts of its games on an exclu- 
4 sive basis. 


Both WGN-TV and WBKB 


FROADASHWBFAIWAAWUAWA!s Vee WONUD 
+ 
7) 


offering a complete package (tele- | 
casts of both clubs, time, talent, 

23 etc.) for $300,000 or either club's s | 
30 games for about $150,000. Con-| 
*7 tracts with sponsors have not yet | 
been signed, but negotiations are | 


1 = understood to be well along 
17 , 
4 South and Southwest...your finest 
x Wyatt & Schuebel Formed: } territory for Sales _— You get 
26 eri i ‘ “ 
Lage wiry Smee tided yond A> 19-state penetration through 
° PR Png former yee of t 
. e radio, elevision and motion 
. “ picture department of Grey Ad- ee SOUTHERN AUTOMOTIVE JOURNAL 
vertising Agency, New York, and (i) 06 Peachtree St., N. E., Atlauta 5, Ga. 
Reggie Schuebel, formerly radio 


Cation WAO esc: 


A SIGNIFICANT NEW APPROACH TO TIME-BUYING 


“Whe Pive- Poiut System 
of Programming Evaluation 


Unit fairly recently, most time-buyers assumed that 
everything else being equal, the “listener-preference” ac- : 
corded any station could reasonably be judged by deter- 

mining that station’s “Entertainment Popularity” 


Today local programs in five other categories usually de- 
termine station preference. News is the largest audience- 
builder most stations possess. Sports often rank second, 
with various local Specific Farm Programs, Educational 
and Public Interest features high on the list. Thus these 
Five Points of local programming today offer a highly 
important criterion of station evaluation. . . . 


During the next few months, these WHO pages will de- 
scribe and prove WHO's outstanding achievements in each 
of these five programming departments—which, in turn, 
help explain WHO's foremost position as a public facility 
and as an advertising medium. We suggest that you tone 
out and file these pages. They will offer significant con- 
tributions to your time-buying procedures, 


WinlO 


+ for lowa PLUS + 
Des Moines . . . 50,000 Watts 


Col. B. J. Palmer, President 
P. A. Loyet, Resident Manager 


FREE & PETERS, INC. 
National Representatives 
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three times 


produced by the other 


‘FOR HALF THE COST... 


This little story has to do with a classified advertiser 
who used the same copy in two advertising papers— 
4” in ADVERTISING AGE, 5” in the other. Result: 
ADVERTISING AGE produced 32 sales against 18 


In recapitulation, the advertiser reported: “Thus, 
for about half the cost, ADVERTISING AGE pro- 
duced nearly twice the volume of business, and over 
three times the gross profit.” 

Yes, it does pay to use classified—if you use it in 
ADVERTISING AGE’s “Advertising Market Place” 
i where the eager readers look for men and materials, 
ideas, services and equipment. 


the Profit!” 


paper. 


No. 3879. Outdoor Point 


Lighting 


of Sale 


Examples of how to attract a 
greater share of business through 
effective use of outdoor point of 
Bale lighting are featured in this 
four-page folder issued by the W. 
H. Long Co., Chicago. It illustrates 
Yarious applications of Post-Lites 
@nd Half-Lites, in addition to giv- 

g general descriptive data, speci- 

cations, types and sizes of these 

hts available 


No 3881. Legai Data for Adver- 
; tisers 
3 Data on the right of privacy, li- 
Bel, slander, reproducibility of 
@ins, stumps, flags, securities, 
Whiforms, and legal considerations 
garding contests and premiums is 
a in this reprint of an article 
Charles J 


A Hauk Jr., of The 
artmakers Inc. It gives in con- 


dise chart form information on 
What may be reproduced in adver- 
tisements, steps to follow tbr ob- 
t@ining approval, and hints on 
what to avoid or to watch out for 
when reproducing public or per- 
s@nal property 


No. 3882. Specialized Catalog Serv- 

ices for Industrial Advertisers. 

A comprehensive description of 
catalog services offered manufac- 
turers in the industrial and con- 
struction fields is presented in a 
new booklet offered by Sweet's 
Catalog Service division of F. W. 
Dodge Corp. Making effective use 
of visual presentation combined 
with minimum texi, it describes 
catalog design, production and dis- 
tribution services 


No. 3885. Business Paper Advertis- 
ing in a National Emergency. 
What happens to business paper 

advertising in a national emergen- 

cy is told in this report prepared 


by McGraw-Hill Publishing Co., 
and based on actual records of 
business paper advertising in 


‘Information for Advertisers 


World Wars I and II. Charts show 
the advertising volume curves for 
business papers, and how they 
were used by industrial fields, by 
means of composite figures repre- 
senting hundreds of individual ad- 
vertisers in eight broad industry 
classifications. A cross-section 
report on eight individual adver- 
tisers also is shown. 

No. 3886. Retail Sales Trends in 
Madison. 

The 10th annual report of retail 
sales trends in Madison, Wis., has 
been published by Madison News- 
papers Inc., publisher of the Cap- 
ital Times and Wisconsin State 
Journal. It reports sales in eight 
retail classifications, based on 
actual sales recorded on state 
income tax returns. Current mar- 
ket information covering popula- 
tion, buying power and newspaper 
coverage is included in the 48-page 
booklet 


as 


No. 3887. Ready-Made Charts for 
All Purposes. 

A new method for producing 
charts quickly and easily without 
the aid of a draftsman or artist is 
explained in this folder issued by 
Chart-Pak Inc. The folder dis- 
cusses and illustrates the many 
types of prefabricated charting 
materials and accessories avail- 
able for producing statistical, sales 
and flow charts by this means. 
No. 3889. Survey York 

Housewives. 

The New York Post offers this 
new survey of New York house- 


of New 


wives, based on personal inter- 
views in 3,000 homes covering the 
city’s five boroughs and seven 


suburban counties. Conducted by 
The Pulse, it presents data on 
what newspapers are read in the 
homes; age and number in fami- 
lies; where they live, family in- 
come and what duplication exists 
in their reading habits. 


Note: Inquiries for the items listed above will not be serviced beyond March 26. 


USE COUPON TO OBTAIN INFORMATION 


200 E. Illinois St., Chicago 11, Ml. 


—please print or type) 


Readers Service Dept., ADVERTISING AGE 


Please send me the following (insert number of each item wanted 


CC ae 


| making 


A 


THE ADVERTISING MARKET PLACE 


Rates: 75¢ per line, minimum charge $ 


3. Cash with order. Figure all cap lines 


(maximum—two) 30 letters and spaces per line; upper & lower case 40 per 
line. Add two lines for box number. Deadline Wednesday noon 12 days pre- 


ceding publication date. 
column inch. Regular card discounts, 


Display classified takes card rate of $11.25 per 


size and frequency, apply on display. 


HELP WANTED 


ADVERTISING & PUBLISHING 
FOR ALL TYPES OF POSITIONS 
GEORGE WILLIAMS—PLACEMENTS 
209 S. State St HA 7-2063 Chicago 4 
ADVERTISING MANAGER for company 
Vitamins and vitamin 
for feed manufacturers. Farm or agricul- 

tural background desirable 
Get in touch with 
Robert Kahn 
ROBERT KAHN & ASSOCIATES 
advertising 
430 N. Michigan Avenue 
Chicago 11, Illinois 
SPACE SALESMAN, experienced. Na- 
tional monthly industrial publication 
(CCA). Chicago area, car required. $100 
guarantee to start 
Box 3601, ADVERTISING AGE 
11 E. 47th St., New York 17, N. Y. 
PERSONALIZED SERVICE 
We have clients looking for outstanding 
individuals in Merchandising, Advertis- 
ing, Sales Promotion and Management 


Writers, Publicity, Public Relations, 
dia, Art and Production talent 

THE HONES COMPANY 
14 E. Jackson Bivd Chicago 4, Ill 

SPACE SALESMAN 
Excellent middle western sales position 
open in Chicago home office of establish- 
ed business and professional magazine 
Creative thinking and planning experience 
most desirable. Excellent salary and com- 
mission arrangement. Substantial volume 
of business already sold. Write giving re- 
sume of educational and commercial 
background. Will be kept confidential 
Box 3602, ADVERTISING AGE 


Me- 


200 E. Illinois St., Chicago 11, Ill 
Advertising Assistant $4500 
Creative Advertising Man $10,000 
Copy-Contact-Agency Exp. $5000 

SHAY AGENCY 


30 W. Washington St. Chicago 2, Ill. 


Established commercial film producer de- 
sires director for industrial and tele- 
vision work. Must be experienced. Send 
complete data as to age, draft status, 
background and salary desired. Write 
Box 3507, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill 


Excellent 


idea 
the leading film 


spot for minded creative 
man with producer in 
its field. Background in theatrical mo- 
tion picture and television advertising 
promotion desirable. Should be experien- 
ced copy man with working knowledge of 
art and production, as you will have dir- 
ect supervision of all phases. Applicant 
should now be living in Chicago 
Box 3608, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill 
FRED J. MASTERSON 
ADVERTISING & PUBLISHING 
PERSONNEL 
All types of positions for men and women 
185 N. Wabash Fr 2-0115 Chicago 
POSITIONS WANTED 
Advertising man seeks new opportunities. 
Varied experience including advertising 
managership tindustrial), business paper 
publishing, association executive, offering 
unusual background of value to employer 
Broad knowledge of industrial goods mar- 
keting. Would like connection with bus- 
iness paper publisher ‘business side) 
advertising agency (industrial) or 
nanufacturer. Will locate anywhere 
ried; age 43, one child. Modest 
requirements. W. Lane Witt - 
Palos Heights, Ill. Phone Palos Park 444W 
Free-Lance Figure Man & Illustrator. 
Heavy experience editorial & commercial 
strong characterization. Smart roughs to 


Mar 
salary 


sparkling finishes in all media. On tap 
for that “difficult™ job. Mal Singer, 151 
E. 19th St., N Y 3. Orchard 4-2178. 


ISN'T THIS IMPORTANT TO YOU? 


Sales & Adv. Exec. 
(34) who works st on chalienges & 
special situations. Doesn't know all the 
answers, only where to look for them! 
Has owned & operated firms—appreciates 
an employer's problems and COST of 
doing business. Firing line experience 
agency mfgr., mkt. research, aviation, 
new products. Now VP of firm closing 
due to NPA freeze. Let's discuss not me, 
but how I can make your future better!! 
Prefer California-Southwest 


P. O. Box 415 Del Mar, California 


A positive thinki 


products , 


with | 


Box 37, | 


POSITIONS WANTED 


ART DIRECTOR, ADV. MANAGER 
25 yrs. gen. adv. exp. Studio, newspaper, 
wartime indust., agency. Art, production, 
house organ, contacts, pub. & empl. rel. 
Capable exec. Fine ref. Available soon 

Box 3598, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 
MEET ME IN 8ST. LOUIS— 
If you need a successful, experienced 
sales promotion ad manager. Have ideas 
& ability to produce programs that sell 
& win friends. Also develop & stage sales, 


now 
Box 3603, ADVERTISING AGE 
| 200 E. Illinois St., Chicago 11, Ill 
ADVERTISING MANAGER 
Experienced! Capable! Availabie! 
| This man has a solid 22 years experience 
lin Ad preparation, production & sales. 
Newspaper, Radio, Direct Mail, Trade & 
Consumer Papers, Public Relations, House 
Organs, Catalogs, Folders, Visual & Mo- 
tion Pictures, Dept. Store ad & mdsng. 
Know all phases of graphic arts. Excel- 
lent layout and copy ability. Creative! 
Now ad exec for midwest mfg. Age 40, 
| married, family. Ex GI. Salary: well 
_— 5 figures. Inquiry or Interview 
| 


| dealer meetings. Draft exempt. Available 
! 
| 


invited. Write 
Box 3609, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill 
TOP-NOTCH PUBLICATION PROMO- 
| TION MAN NOW AVAILABLE 
| Changes in organization make available 
| valuable promotion specialist with back- 
ground of 11 years in publishing. Sound 
working knowledge of circulation build- 
ing, space sales and production qualifies 
him to adapt himself to the needs of a 
wide diversity of publishers. Proven rec- 
ord of ability (publication with which he 
is now connected chalked up a 25% gain 
in 1950) makes him desirable as a member 
of any aggressive publishing team. Mar- 
ried, home owner, veteran past draft age 
Prefers Chicago area. Write for complete, 
success-studded case history 

Box 3604, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Il. 


REPRESENTATIVES WANTED 
ADV. SPACE REPRESENTATIVES 
one to work out of N. Y. and one out of 
Chicago office of well known pub. with 
top-rated ind. mag. of nat’! scope. Both 
openings offer excellent opportunities— 
one for fully exp. man with good record 
the other for man with less exp. but of 
high potential caliber. Technical back- 
ground preferred. Salary plus expenses 
Give full details incl. exp. and salary 

requirements. 
Box 3605, ADVERTISING AGE 
11 E. 47th St., New York 17, N. Y. 


REPRESENTATIVES AVAILABLE 
Experienced hard working rep. now satis- 
fying several publications wants to oper- 
ate Eastern Office in N. Y. for one trade, 
industrial or professional publication 
Salary or proposition 

Box 3599, ADVERTISING AGE 

11 E. 47th St., New York 17, N. Y. 
Exp Rep with PROVEN sales desires to 
move up to consumer or leading trade 
book. Lead all competitors in "50 with No 
2 book in field. Home in Chicago. Ambi- 
tious, ready to work HARDER & LONG- 
ER, College grad, young, married, vet. 

Box 3600, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill 


| MISCELLANEOUS 
IMPORTANT FOR AGENCY HEADS 
Would you like a branch in Chicago that 
is self-sustaining and profitable? Ac- 
count executives with sufficient number 
of accounts to be self-sustaining are in- 
terested in opening a branch for a good 
reputable agency in Chicago. Only inter- 
ested in high class financially able agen- 
cy which would be in keeping with the 
record of these individuals. Replies held 
in confidence 
Box 3606, ADVERTISING AGE 
200 E. lilinois St., Chicago 11, Ill 
FINE CANADIAN MAILING LIST 
175,000 Mail Buyers on Elliott Stencils 
Will rent to reliable house. Can mail 
Write-TOBE’'S, Niagara-on-the-Lake, Ont. 


LABOR SHORTAGES can be _ beaten. 
Classified ads. effectively written 
shrewdly scheduled solved the problem 


for many industries in World War IL. Ser- 
vices now available for limited number 
of clients. Write, wire. phone: The J. L. 
Keenan Advertising Agency, Specialists 
in classified advertising since 1906, In- 
dustrial Section, Rochester 4, N. Y. Ham- 
ilton 3771 


effective methods and progra 
products, please write at once. 


Excellent Opportunity 
for Experienced 


ICE CREAM MERCHANDISING MAN 


Highly regarded ice cream manufacturer, operating nation- 
ally, seeks well qualified merchandising man. 
If you have a successful record of organizing and executing 


Your experience should include successful merchandising 
through chain stores, super markets, established retail dealers 
and company owned stores. Experience in national marketing 


ms to merchandise Ice Cream 


dvertising Age, February 12, 1951 


Fieldcrest Begins 
New Campaign in 


March Magazines 


New York, Feb. 6—Fieldcrest 
Mills, division of Marshall Field 
& Co., will kick off its 1951 con- 
| sumer advertising campaign with 
|a four-color page in the March 
26 issue of Life. 
| The program calls for advertis- 
ing Fieldcrest sheets, blankets, 
electric blankets, bedspreads and 
|} towels via four-color pages in 
Better Homes & Gardens, Bride’s 
Magazine, House & Garden, House 
Beautiful, Life, Ladies’ Home Jour- 
nal, McCall’s, New York Times 
Magazine and The New Yorker. 


Copy, prepared by Calkins & 
Holden, Carlock, McClinton & 
Smith, will stress the theme: 


“Newly wed or not, you can enjoy 
trousseau luxury with Fieldcrest.” 
The company said the “trousseau 
luxury” theme was selected by a 
jury of shoppers as being, to wo- 
men, most descriptive of fine qual- 
ity. 


Roper to Expand Magazine 
Campaign During 1951 

Geo. D. Roper Corp., Rockford, 
Ill., will expand its consumer ad- 
vertising program during 1951. 
Roper, whose 1950 ad schedule 
ends with February issues, will 
Start its 51 drive with a four-color, 
full-page bleed ad in the March 
McCall's. Other ads, varying in 
size and featuring the theme “Out 
of This World,” will be carried in 
American Home, Better Homes & 
Gardens, Country Gentleman, 
Good Housekeeping, Holland’s, 
House & Garden, House Beautiful, 
House Beautiful’s Maintenance & 
Building Manual, House Beauti- 
ful’s Guide for the Bride, McCall’s, 
The Saturday Evening Post, Small 
Homes Guide, Sunset Magazine 
and What’s New in Home Econom- 
ics. 

Trade publications scheduled in- 
clude: Butane-Propane News, 
Electrical Merchandising, Gas, Gas 
Age, Gas Appliance Merchandising, 
LP-Gas, National Furniture Re- 
view, NRFA Buyer, Retailing Daily 
and Western Radio & Appliances. 
Dealer aids also will be available. 


PR Group Plans 1-Day Clinic 


The Chicago chapter of the Pub- 
lic Relations Society of America 
will sponsor a one-day audio-vis- 
ual aid clinic at the Morrison Ho- 
tel, Chicago, Feb. 27. The clinic is 
designed to demonstrate the latest 
developments in equipment and 
techniques for influencing people. 
The sessions will consist of case 
histories of organizations now em- 
ploying audio-visual aids in pub- 
lic relations programs. Limited to 
300, tickets are $5 and are avail- 
able through Robert P. Carey, 
Bozell & Jacobs, 326 W. Madison 
St., Chicago. 


PRINTING SALESMAN 

Who wants to be with a firm that 
delivers top quality offset and letter- 
press printing. This is an unusual 
opportunity for a young man who is 
or will be a $10,000 salesman. Ours 
is a well-known medium size plant 
near Chicago's loop with a reputa- 
tion for high quality workmanship, 
ood service and modern equipment. 
Write in confidence giving your qual- 
ifications, experience, salary or com- 
mission expected. Our salesmen 
know of this ad. 

Box 7799, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


SALES: $6,215 
SPACE COST: $93 


is a sample ad success conceived 
and written by this copy writer 
who wants spot in sales promo- 
| tion or agency copy. Some re- 
tail copy, door-to-door selling, 
and publicity exper. Strong idea 
|™ man. 31, Univ. grad. Turned 
| down by Army, Navy—World 
|@ War II. 

| Box 7798, ADVERTISING AGE 
11 E. 47th St., New York 17, N.Y. 


ne etree wns a5 helpful. Desirable age 35-45. State qualifications fully and 
ID oaccececccwnencensesencsesseceasssnschninansnnsnesienentisansnennnanentaneesensesnseente salary requirements in first letter. Attach recent photo or 
snapshot. 
ee Semen Box 7797, ADVERTISING AGE 
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How Important are 
Hospital Facilities 
In a National Emergency? 


How will the hospital construction program under the Hill-Burton 
law, with the expansion of Federal aid to hospitals as part of the 
civilian defense program, and the allocation of scarce materials to 
industry, affect the hospital building and equipment situation in 
1951? 

The March issue of Hospital Management—the Annual Build- 
ing and Equipment Number—will answer these key questions 
which concern the country as a whole and are especially important 
right now to all hospitals and their suppliers. Hospital building 
and equipment activities have been running at an all-time high, 
with over $750,000,000 expended in 1950 alone! 

This important number will provide a timely and authoritative 
analysis of the situation, written by our editors in Washington, 
and based on personal contacts with all key government agencies. 
It will, in addition, present a report of the Hill-Burton program 
up to now and a review of hospitals already completed and under 


construction this year. 


Hospitals are such a vital part of the nation’s facilities in war 
and peace that they are an important factor of the national defense 
program. This means manufacturers of hospital equipment and 
building materials will be high on any list of allocations and pris 
orities estabished by the National Production Authority. Leading 
associations representing both hospitals and their suppliers are 
on the job in Washington to discuss the form any orders coveri | 


these subjects will take. : 


Plan now to be represented with adequate space in the March 
Building and Equipment Number of Hospital Management. B ! 
doing so you will reach the largest audience of hospital adminis+ 
trators, all architects active now in the hospital field, and key ool 
ernment agencies concerned with hospital service and constructions 
Make Hospital Management your Number One Priority for selling 
your services and products to this Number One market——which 
has the priorities and the business to give you—now and for 


months to come. 


Reserve your space today 


GENERAL ADVERTISING RATES 
(Display) 


- Advertising Forms Close March 1 


.. ~~ | Hospital Management 


ane $295.00 $257.50 $238.50 $220.00 $200.00 


25 Pg. (2 cols.) 240.00 207.50 191.00 175.00 160.00 
i. 215.00 187.50 173.75 160.00 145.00 
‘, Standard 187.00 162.50 150.00 137.50 125.00 
14 Page _... __.. 137.50 118.50 110.00 100.00 90.00 
( a 105.00 91.00 8450 77.50 70.00 
ae 77.00 §=666.00 §=660.00 §=655.00 50.00 


2 Pg. Spread... 495.00 425.00 388.50 352.00 320.00 


200 EAST ILLINOIS STREET * CHICAGO 11, ILL. 


11 EAST 47th STREET—-NEW YORK 17, N. Y. 
SIMPSON-REILLY, LTD., 703 MARKET ST., SAN FRANCISCO 3 
SIMPSON REILLY, LTD., 1709 W. EIGHTH ST., LOS ANGELES 17 


(ADVERTISEMENT) 
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Irked by School Tieup; 
‘Justitied?,/ Adman Asks 

To the Editor: Although our or- 
ganization is a subscriber, you will 
see that it is more tactful for me to 
address you an individual, 
want to call to your at- 


as 


because I 


tention what may well be the suc- 
cessor to the recent furor about 
the television advertising that 


the “without set” child such 
a has-been 


It seems that the Kellogg people 


made 


have cleverly and successfully in- 
filtrated a swell promotion idea 
for their cereal into the school 


system, at least in Nassau County, 
N.Y 

This is how it works: For three 
weeks, according to my 
caughter, she is part of 
a team of children who must fill 


seven- 
year-old 


| ce ie 


This department is a reader’s forum. Letters are welcome. 


in a ecard, daily, indicating that 
they’ve eaten a breakfast includ- 
ing fruit or juice, cereal, bread or 
toast, and milk. Now, that’s fine, 
as far as it goes, but the card they 
fill out each day is one issued by 
the Kellogg outfit. My daughter 
tells me that teacher says it doesn't 
matter whether it is Rice Crispies 
or Corn Soya (these were the only 
two mentioned), but in order to 
get the medallion or whatever it 
is Kellogg furnishes at the end of 
three weeks, some kind of cereal 
must be eaten. 

My wife and I are accustomed 
to the kids demanding things as 
suggested by television programs— 
that’s advertising—and we take 
it in stride. But when a commer- 
cial proposition goes into our 
school system it’s 


(granted that 


INCORPORATED 
BOX 2017 TULSA, OKLAHOMA 


swell to encourage good breakfasts 
for health reasons), then it be- 
comes a bit crass, don’t you think? 
And, of course, every family might 
not be able to afford to give every 
child cereal daily—and then the 
child doesn’t win or might impede 
the progress of the 
cricket! 

I've just finished reading your 
Jan. 29 issue, and it doesn’t seem 
as if anyone else has called this 
to your attention, so here it 
for what it’s worth. 

I wonder if I have a justified 
beef? 

HERBERT ROSENTHAL, 

Lynbrook, Long Island, N. Y. 

e e oa 


Non-TV Markets Slighted. 
Retailer Points Out 

To the Editor: Recently, I at- 
tended the NRDGA convention and 
listened to many speeches on the 
wonders of television and how it 
is going to revolutionize the retail 
business. I don't doubt that the 
sales response has been phenom- 
enal; merchandise that has been 
on a shelf for months sells out 
completely in one day. I am anx- 
iously awaiting the day that we 
can try out television in Wilkes- 
Barre but I fear with the existing 
armament program television is a 
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tron in’ Greater 


levelling off -- 


$63 million ahead of the year preceding 


According to 1950 building figures 


just released, total 


Dade and Broward counties 
Miami's retail trade zone -- 
$238,140,423, most of it in home and 
apartment construction. Besides being an 
all-time high, this figure represents an 


increase of more than 
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It seems to me that many of our 
big national advertisers are getting 
the “TV jitters.” Presently, there 
are about 200 television stations 

| that are covering a limited terri- 
| tory, while the radio and news- 
| papers will insure complete cover- 
age with over 2,000 radio stations 
|and newspapers in every little 
town throughout the nation. If the 
national advertisers would analyze 
the step they have taken, the er- 
ror in their planning would soon 
be realized. The manufacturers 
|}are not thinking how they are 
spending those precious advertis- 
ing dollars to get the most for 
their money. With the coming of 
| television and being lulled by the 
phenomenon of skyrocketing sales 
in television areas, many of our 
national advertisers are letting the! 
bulk of their market fall into ob-| 
livion, forgetting the market that | 
| they have spent many, many thou- | 
; sands of dollars to build up, the} 
| market they are now slowly los- | 


| long way off. 
| 
| 
' 


| 
| 


| 
| 


ing. | 
In a recent check of some of | 
the nationally advertised mer-| 
chandise that we have been sell-| 
|ing for years, I noted the steady 
| decline in sales. Tracing the de- 
cline back, it began shortly after 
the national advertiser had 
dropped his radio programs and 
cut deeply into his newspaper ad-| 
vertising in the local areas. After 
| rechecking on the manufacturer's 
advertising program, it had been 
dropped entirely or cut to a very 
ineffective minimum in favor of 
television 
I am not the one to question the 


manufacturer’s policy on advertis- 
ing, in fact it is of little concern 
to me, as products on the same 
par have taken their place. How- 
ever, I cannot be convinced as to 
| the advisability for a manufac- 
| turer to go so all-out for television | 
| in a limited area after he has won| 
| the good will of the buying public | 
in a more extensive area, now to| 
be lost and forgotten. 
JOHN J. GREEN JR., 
Sales Promotion | 

Fowler, Dick & 
Wilkes Barre, Pa. 


Coast Facilities Reported 
in Standard’s Brochure 

To the Editor: We read with in- 
terest the letter in your Jan. 8 is- 
sue from Mr. N. S. Ancell of the T. 
Baumritter Co. of New York re- 
garding their catalog of facilities 
for use by government agencies 
and prime contractors. 

We feel that you will be inter- 
ested in the enclosed brochure 
which we prepared for our client, 
the West Coast division of The 
Standard Products Co. in Long 
Beach, Cal. 

This brochure was designed to 
serve a double purpose. First, it 
| was used as a mailing piece to 
| West Coast manufacturers as well 
as governmental agencies to bring 
|to their attention the facilities of 
| this West Coast division plant. Sec- 
ond, because the West Coast plant 
| was comparatively new, it was 
| necessary to impress upon the re- 
|cipients of the brochure the fact 
| that the background of this plant 
was over 20 years of experience in 
quality controlled production of 


Assistant 
Manager, 
Walker, 


civilian and military needs. 

Like Mr. Ancell, we will be glad 
to supply copies of this catalog to 
anyone interested. I am also glad 
to report that the initial mailing 
was quite successful in both in- 
quiries and orders 

Gene CuRrTIs, 
Patch & Curtis Advertising 
Agency, Long Beach, Cal. 


Guenther's 51-Year Record 
Goes on Long-Term List 

To the Editor: ADVERTISING AGE 
of Jan. 22 features a letter from 
Charles Blum of the Charles 
Blum Advertising Corp. on the 
matter of the age of advertising 
agencies. Mr. Blum says he has 
had his own agency for 40 years. 

I nominate consideration for Mr. 
Otto Guenther, of Guenther-Brad- 
ford & Co. of Chicago, whose father 
established the business of Guen- 
ther-Bradford & Co. in 1885. Otto 
Guenther joined that organization 
in 1895, and the charter was issued 
to the corporation Jan. 1, 1900, 
with Otto Guenther as president, 
and he has been president ever 
since. 

J. E. Lutz, 

The John E. Lutz Co., Chi- 

cago. 

A “You Ought to Know” sketch 
on the career of Otto Guenther was 


| published in the Aug. 25, 1947, is- 


sue of ADVERTISING AGE 


Redi Or Not, It's ‘L’ 


To the Editor: Just read your 
article on the big push of a certain 
pancake batter. 

My trouble. What is the product 
name? I suspect it Grid-L- 
Redi. However, the trade name on 
the carton is most confusing. It 
might be Grid-L-Redi, or Grid- 
(One)-Redi, or Grid-(Eye) -Redi. 

In your writeup (in using the 
trade name) it appears that the 
lone letter between the hyphens 
is not a letter, but the number 1 
(one). The lower case whatever- 
it-is between the hyphens on the 
carton could be an “el” or a “one” 


1s 


Ss 


'or an “eye” for I. 


If this trade name is a slightly 
condensed GRIDDLE then I would 
suggest that the “thing” between 
the hyphens be a capital L. 

Maybe the producer of this 
time-saving product is satisfied 
that the name (whatever it is) is 
quite obvious to the housewife. 

Let’s let up on the confusion. 
There are enough problems to face 
in this gay whirl] called life. 

ROGER M. PoRTER, 


Cummings, Brand & McPherson, 
Rockford, II. 
The name is Grid-L-Redi. 


+ ~ e 
‘A Year's Keep—Plus’ 

To the Editor: The Jan. 15 is- 
sue of AA has just caught up with 
me here in Toronto. 

The Creative Man is to be com- 
mended for his analysis of the 
Watson [“Capitalism”] ad. 

Regardless of what AA pays 
him, I'd say that in writing this 
one column he’s earned his “keep” 
for the entire year—plus. 

Cart HEINLE JR., 

Great Lakes Carbon Corp., 

New York. 
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‘51 Packaging Show 
Expected to Be 25% 
Larger Than in ‘50 


New York, Feb. 6—American 
Management Assn. executives ex- 
pect that the association’s 20th 
annual National Packaging Exposi- 
tion, scheduled for April 17-20 in 
Atlantic City, will be about 25% 
larger than last year’s show. 

James O. Rice, association sec- 
retary, said 15% more auditorium 
exhibit space already has been 
contracted for, and the number of 
exhibitors—235 companies—al- 
ready equals last year’s total. The 
1950 show, held at Navy Pier, Chi- 
cago, occupied 140,000 sq. ft., with 
75,000 sq. ft. devoted to booth 
space. 

The annual national conference 
on packaging, packing and ship- 
ping, which will be held at the 
auditorium during the first two 
and a half days of the exposition, 
will feature a panel discussion in 
which representatives of the Army, 
Navy and Air Force will dis- 
cuss government specifications for 
packaging. 


s Reports on new technical ad- 
vances in packaging and on the 
probable effect of government de- 
mands on the availability of the 
various types of packaging ma- 
terials also will be presented. In 
addition, representatives of lead- 
ing companies will present case 
histories of their packaging prob- 
lems. 

P. O. Vogt, coordinator, package 
engineering and development, 
manufacturing policy division, 
General Electric Co., will be in 
charge of the conference. 


Names Klein Package Head 

Lord Baltimore Press, Baltimore, 
manufacturer of folding boxes, 
labels and inserts, has named Clar- 
ence F. Klein, formerly sales pro- 
motion manager in charge of sales 
research, package design and cus- 
tomer consultation for Franken- 
berg Bros. Inc., as director of 
package design and development. 
This is a new service, with head- 
quarters at 595 Madison Ave., New 
York 


Fishler Elected President 


The American Weekly News- 
paper Publishers’ Council has 
elected Bennett H. Fishler of the 
Herald-News, Ridgewood, N. J., 
as president. Other officers are: 
Secretary, John Clark, Reporter, 
Walton, N. Y., and treasurer, Cur- 
tiss S. Johnson, New Era, Deep 
River, Conn. 


Critical Material 
Shortages Won’t 
Stop Building! 
@ New laminated glass-fiber 
tubing strong as steel .. . new 
plastic sheets for floors, walls 
and ceilings ... new wood-fiber 
product for roofing application 
. new plastic hardware to re- 


place “short” materials. Read 


about them in “PB” for Febru- 


) “PRACTICAL 
BUILDER” 


5 South Wabash Ave, Chicoge 3 


Colgate-Palmolive-Peet Ups 
Lachner, Lynn; Others Named 


Colgate-Palmolive-Peet Co., Jer- 
sey City, has promoted Marshall 
Lachner, formerly division man- 
ager of the Berkeley, Cal., division, 
to sales manager of the soap de- 
partment, and A. A. Lynn to man- 
ager of the merchandising depart- 
ment of home office soap sales of 
the company. Other promotions in 
the soap department are Lionel E. 
Lee to the position of assistant sales 
manager; Frank Reif to divisional 
manager of the New York soap 
sales division, and Jerry Marshall 
to the home office staff as ad- 
ministrative assistant to Mr. Reil- 
ly. 


Shaw-Schump Agency Moves 

Shaw-Schump Advertising 
Azency, Denver, has moved from 
the Colorado Bldg. to 916 Broad- 
way. 


Buchanan Appoints Coleman 

Charles E. Coleman, vice-presi- 
dent, has been named manager of 
the Los Angeles office of Buchan- 
an & Co. 


‘Bear Mtg. Co. Ads Feature Importance 
of Tire Conservation in Defense Effort 


Rock Istanp, Itt., Feb. 7— 
Bear Mfg. Co., manufacturer of 
automotive test and correction 


equipment, has shifted its adver- 
tising approach to emphasize the 
importance of tire conservation in 
a defense economy. 

Copy in The Saturday Evening 
Post and about ten trade publi- 
cations in the automotive manu- 
facturing and service fields will 
point out the size of the mainte- 
nance problem and the importance 
of proper wheel balance and align- 
ment in keeping cars, trucks and 
buses running. 


@ In 1941, there were approxi- 
mately 5,500,000 cars, trucks and 
buses ten years old or older. To- 
day, there are about 18,000,000 
vehicles in that age group and a 
total of 28,000,000 cars, trucks and 
buses which are three years old or 
older. 


Copy directed at the service 
industry will emphasize the mar- 
ket potential, and dealers will be 
offered a complete promotion kit, 
including newspaper mats, mailing 
pieces, radio commercials, posters 
and other display material 

Van Auken, Ragland & Stevens, 
Chicago, is the agency 


Appoints Arthur Sherrill 

Arthur Sherrill, who joined 
Woman's Day, New York, last 
year, has been appointed sales di- 
rector. 


| Spun Rock Starts Campaign 


Spun Rock Wools Ltd., Thorold, 
Ont., has launched a series of one- 
quarter and one-eighth-page ads in 
construction, building and archi- 
tectural publications in Canada. 
The drive, to run throughout the 
year, will promote Spun Rock Wool 
as an insulating material. McKim 
Advertising, Toronto, handles the 
account 


WTAM Appoints Eugene Myers 


Eugene R. Myers has been ap- 
pointed sales manager of WTAM, 
Cleveland He was formerly 
WTAM and WNBK, Cleveland TV 
station, time salesman. John M. 
McIntosh Jr. has joined WTAM's 
sales staff 
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Grand Duchess Uses Newspapers, Radio to 
Build Big Business in Frozen Steaks 


Akron, Feb. 7—It has taken 
Grand Duchess Steaks Inc. here 
just 15 months to build distribu- 
tion of its’ fresh-frozen packaged 
steaks to a whopping 30,000 pack- 


ages per week, or 1,500,000 per 
year. And the company credits 
much of its phenomenal success 
in this highly-competitive field 


to a well-planned promotion pro- 
gram devised well in advance of 
actual production 

Grand Duchess doesn’t actually 
market steaks; it sells only the 
process for producing them, licens- 
ing meat packers to use its pat- 


ented process and collecting a roy- | 


alty on each package produced. 
The company was started by a 
group of Ohio investors, who joined 
vith the inventor of a new flak- 
ing method for processing frozen 
steaks. They formed a _ corpora- 
tion to perfect the process, and set 


ing program to launch it on the 
market 
lected Phil DiNuoscio Advertising 
Agency here 


@ After setting up a small pilot 
plant, an extensive sampling cam- 
paign to determine public reaction 
and acceptance was initiated. This 
ywas carried on in Akron homes, 
restaurants and stores. The re- 
sults of the sampling campaign 


age to an advertising fund. 

A market survey was made and 
an ad campaign calling for news- 
paper insertions, radio spets and 
point of sale was prepared. Grand 
Duchess then took its story to 
Akron Standard Market Co., which 
agreed to process and distribute 
the steaks for the entire Ohio 
market. A marketing target of one 
package (containing five steaks) 
per capita per year in the Akron 
market—population 275,000—was 
set. This goal was reached in only 
eight weeks, although initial plans 
called for arriving at it in one 
year. 


@ One dilemma faced by the com- 


| pany was the reluctance of deal- 


ers to stock the steaks. They were 
unimpressed by the sampling sur- 
vey results and felt that there was 


set | no consumer demand for the prod- 
up an advertising and merchandis- | 


were highly favorable, and it was| 


then decided to assign a percent- 
age of the revalty on each pack- 
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uct. After a month, only 25% dis- 
tribution had been achieved in 


As their agency they se-| Akron. 


To stimulate dealer interest, the 
company embarked on a weekly 
campaign of newspaper ads. The 
drive opened with a full roto- 
gravure page, done in editorial 
style, and was continued with full 
and quarter pages. Ads appeared 
in one Akron newspaper, both 
Sunday and weekday issues. 

Three-quarters of the total ad 
appropriation was invested in 
newspapers, with the remainder 
being used for display and spot ra- 
dio. 


@ Grand Duchess hoped to double 
its 2,000-packages-per-week pro- 
duction through this campaign. It 
reached its goal one week after 
the first ad appeared, and by the 
end of the third week sales had 
quadrupled. Inside of three months 
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R. R. Noland 
Company 
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Minneapolis 1, Minnesota 


SELLS STEAKS—One of ao series of news- 
paper ads that boosted sales for Grand 
Duchess Steaks in Akron. 


sales had risen to 13,000 packages 
per week—an increase of 550%. 

“We hoped for increased dis- 
tribution and increased sales by 
each dealer handling our prod- 
uct,” Harry H. Snyder, president 
of Grand Duchess, said. “Never, in 
our fondest dreams, did we expect 
both of these goals to be attained 
in one week. Nor did we expect 
that our local market would be so 
well saturated in three months that 
we would be looking for new terri- 
tories to conquer. 

“We are so well pleased by our 
spectacular success in Akron that 
newspapers will be depended upon 
to carry the burden of our sales 
promotion from now on.” 


@ Less than a year after opening 
the Akron territory, Grand Duch- 
ess licensed an Indianapolis pro- 
cessor for the state of Indiana and 
followed the same _ promotional 
pattern. 

Within one week after the first 
newspaper ad the company was 
unable to meet consumer demand 
and purchased newspaper space 
to apologize to the public. 

According to Grand Duchess, 
several retailers have reported that 
sales of the steaks actually sur-| 
pass those of frozen orange juice— 
a perennial leader—in dollar vol- 
ume. One distributor reported that 
in many stores it serviced the} 
steaks account for 35%-50% of 
total dollar volume in frozen foods. | 

Grand Duchess follows a con-| 
sistent ad policy, starting with) 
newspaper spreads and then using | 
smaller once-a-week insertions for 
an eight week period in new mar- | 
kets. Newspapers cooperate by} 
sending dealers bulletins advising | 
them of the program. 

The campaign has been selected 
as one of the fifty best of the year 
in the 1950 edition of American 
Newspaper Publishers Assn.’s| 
“Blue Book.” 


Herb-Ox Campaign Launched | 


Pure Food Co., Mamaroneck, | 
N. Y., has begun a small-space 
promotion for Herb-Ox bouillon 
cubes through J. M. Mathes Inc., 
New York. Six insertions, from 
February through fall, are sched- | 
uled for American Family, Family | 
Circle, Ladies’ Home _ Journal, | 
Woman’s Day and Woman’s Home 


Companion. The company also 
will use participation sponsorships 
on regional women’s radio shows 
in New England and New York. 


Promotes Televoicewriter 


Thomas A. Edison Inc., West 
Orange, N. J., is using pages in 
American Business, Business 
Week, Fortune and Time, and 
about 15 trade publications to in- 
troduce its new Televoicewriter, 
claimed to be a revolutionary new 
development in dictating instru- 
ments. Green-Brodie, New York, 
is the agency. 


‘Globe-Democrat' Ups Faherty 

Justin L. Faherty, feature ed- 
itor of the St. Louis Globe-Demo- 
crat, has been appointed an assist- 
ant to the publisher. 
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Space for Rent? 
TV Rehearsals 


Need More of It 


New York, Feb. 7—Television 
no sooner quiets one type of grow- 


jing pains, than it is beset with 


another. In New York, where most 
of the big network programs are 


| produced, the current headache is 


shortage of space, particularly for 
dry run rehearsals. 

“Our biggest problem is finding 
the right sort of dry rehearsal facil- 
ities which are centrally located 
and priced within reason,” Burke 


Crotty, executive TV producer for | 


|American Broadcasting Co., told 


AA. “We might find halls readily | 


available in the Bronx, but name | 


players won't travel out there to 
rehearse for a show.” 

Video producers are renting ho- 
tel ballrooms, dance studios and 


| 


rehearsal halls for their pre-cam- | 


era run-throughs. The sharp in- 
crease in the number of network 
sponsored shows—particularly 
daytime packages which are get- 


other than the one which is as- 
signed to a show, must do part of 
the rehearsal. 


@ Kellogg’s “Space Cadet” origin- 
ates from the studios of School of 
Radio Techniques and ABC, which 
leased two of its W. 66th St. studios 
to WOR-TV, has leased one of 
them back. 

The rehearsal jam, Mr. Crotty 
pointed out, is frequently ag- 
gravated by the late arrival of 
scripts. A three weeks deadline 
has been set up, but it is seldom 
made. 

From time to time there have 
been suggestions that TV should 
take its production outside the 
high rental area of Rockefeller 
Plaza and Madison Ave. and go on 
location, movie fashion, in Long 
Island or New Jersey. Such a 
project never got past the talking 
stage. Now it would seem to have 
little chance of fruition because 
of the tightened supply situation. 

One way of alleviating the prob- 
lem is to originate shows outside 
of New York. NBC-TV, nearer a 
sellout than its competitors, al- 
ready is moving in this direction. 


|“Hawkins Falls,” to be sponsored 


ting nighttime attention from their | 


backers—has sharply accentuated 
TV's space dilemma as more people 


compete for these facilities. This | 


means, of course, an increase in 
costs, with some studios charging 
$20 or more an hour for their 
facilities. 


s “For our productions in Studio 
1 (one of the city’s, if not the 
city’s biggest TV studio), we must 
find a room which is comparable 
in size,” Mr. Crotty said. “So we 
rent a ballroom. The associate di- 
rector spends a couple of hours 
laying out the video studio’s dim- 
ensions in Scotch tape on the 
floor. That night there’s a dance in 
the room, the cleaners come in and 
rip out all the tapes, and next 
morning we have to start all over 
again.” 

While ABC has two theaters and 
several studios from which pro- 
grams are televised, a heavy pro- 
gram schedule has created a cam- 
era rehearsal traffic jam. If the 
actors on Silman Bros.’ “I Cover 
Times Square” looked sleepy the 
other Saturday noon, it was not 
without reason. Camera rehearsal 
for the show started at 3:30 a. m., 
EST. In some cases a camera crew, 


by Lever Bros., will originate in 
Chicago. Colgate-Palmolive-Peet 
has signed to televise a show star- 
ring Susan Peters and originating 
in Philadelphia. 


e ABC's television center in Los 
Angeles, where the company has 
taken over the old Vitagraph lot 
with its huge sound stages, will 
be ideal for originating TV shows, 
Mr. Crotty pointed out. He pre- 
dicted that Hollywood will be used 
to ease the load on New York come 
fall, when American Telephone & 
Telegraph Co. expects to complete 
the coast-to-coast linkup for live 
video programs. Another factor, 
which may weigh in Hollywood's 
favor, are the wishes of performers 
such as Don Ameche, Jimmie Dur- 
ante, Eddie Cantor, Jack Benny 
and others whose preference for 
California is well known. 

NBC’s efforts to find more room 
for TV has centered on the 
preempting of radio studios and 
the leasing of theaters. The reper- 
cussions ensuing when Toscanini’s 
old radio headquarters, Studio 8H, 
was converted for television are 
well known. After several tries, 
the network succeeded in mollify- 
ing the maestro. Back on the air, 
under his direction, the NBC 
Symphony now broadcasts from 
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Advertising Age, 


JUST OUT—First 24-sheet poster featuring 
wich is this one, which is being give 


February 12, 1951 


OREO. 


cee 


National Biscuit Co.’s Oreo Creme sand- 
na nationwide showing this month. 


Carnegie Hall under the sponsor- 
ship of E. R. Squibb & Sons. 


we One of the network’s theater 
sites, the huge Center Theater, 
readied for TV use by NBC at 
great expense, has not proved to 
be an unmixed blessing. Several 
comedians, fearful that the studio 
audience would not be able to 
see enough of what was going on 
and thus slow down the show, 
have refused to work in the center. 
Network executives now hope they 
have hit on the solution of this) 
problem. A movie-size screen has 
been installed in the theater, where 
the studio audience will now be 
able to see the show simultaneous- 
ly as a live and TV performance. 

Fred Shawn, NBC director of 
TV production services, said: “A 
considerable tightening of facili- 
ties has resulted in the contraction 
of many rehearsals, but this has 
not yet affected the over-all quali- 
ty of our shows.” 


@ The squeeze also is affecting | 
camera rehearsals somewhat, but | 
“not to an alarming degree,” he | 


continued. The production depart- 
rent is now operating on a 24- 
hour-a-day basis, the normal off- 
hours being used to ready sets, 
props, etc. 

Severely cramped for space ever 
since daytime TV became routine 
in New York, DuMont Television 
Network has bought the old Cen- 
tral Opera House building at 205 
E. 67th St. Eight studios are now 
under construction there and are 
expected to be ready for use by 
fall. One of them is said to be 
the largest yet constructed in this 
country. 

“Everybody is beginning to see 
how important space is to tele- 
vision,” James L. Caddigan, Du- 
Mont’s director of programming 
and production, said. He attributed 
the current search for more room 
for TV not only to the increased 
rumber of programs, “but to the 
better type of production which 
programs generally are receiving.” 


s None of DuMont’s daytime (up 
until 5:30 or so) shows get cam- 
era rehearsal, with the exception 
of “It’s In the Bag,” which origin- 
ates at the Adelphi Theater. Di- 
rectors plot each day’s action in a 
talkover rehearsal. 

Set-up time for DuMont pro- 
grams is very early in the morn- 
ing. Late evening hours—after 
sign-off—are used “or camera run- 
through for nighttime shows. These 
time stretching maneuvers not- 
withstanding, a show doesn't al- 
ways get as much rehearsal as the 
program staff would like. 

The only network reporting ne 
shortage of TV rehearsal facilities 
is Columbia Broadcasting System 
When queried by AA, Hubbell 
Robinson Jr., program v. p., said: 
“We are having no problems of 
that sort.” 

CBS has three video studios in 


you're seeing more and more film 
commercials”"—Donald McClure, 
manager of radio-TV production, 
McCann-Erickson. 

“The shortage of rehearsal facil- 
ities for live shows is becoming 
very serious and is causing us 
increasing difficulties’"—Adrian 
Samish, radio-TV vice-president, 
Dancer-Fitzgerald-Sample. 

“We are not too troubled be- 
cause of our limited number of 


live shows”—Lloyd Durant, man- 
ager of TV commercial production, 
Compton Advertising. 


Gets Dif Account 


Dif Corp., Garwood, N. J., has 
named Bermingham, Castleman & 
Pierce, New York, to handle its 
advertising. Beginning Feb. 12, the 
company will have a participating 
sponsorship on the John Gambling 
show, and in early March will 
start using small space in eastern 


seaboard newspapers. French & 
Preston previously carried the 
account. 

Color Research Elects 


Louis Cheskin has been elected 
president of the Color Research 
Institute of America, Chicago. He 
succeeds George D. Gaw, who will 
now devote his time to the Direct 
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AUTOMATIC 
Point-0f- Purchase 
DISPLAY 


ADmaster is designed to the needs of 
advertisers. Accommodates from 6 to 18 
separate standard 8” x10" photographs, 
lithograph posters, photo-gelatin prints, 
Black-Lite fluorescent posters, magazine 
advertisement reproductions, ete. Each 
message moves in sequence. ADmaster 
action attracts attention, holds interest, 
delivers your product message—clinches 
the sale! Compact and portable—no opti- 
cal system or film; hence ideal for day- 
lighted windows and upon retail store 


Mail Research Institute. 


Appoints Leslie Laurson 


Leslie S. Larson, who joined 
American Exporter two years ago, 
has been named manager of the 
Chicago office of the publication, 
succeeding the late Duncan Forbes 


counters. Fool-proof operation, long life, 
especially low priced for volume use. 


ADMATIC PROJECTOR COMPANY 
Write for Circular AA-2 


800 Davis Street, Evanston, Illinois 


O THE FOUR CORNERS of 21 great northeastern markets go the 

powerful 50,000 watts of pioneer station WGY. WGY guarantees the 
coverage, impact, penetration and results needed to sell your product 
in an area with a population larger than Kansas City, Missouri and Hartford, 
a sane AN ee le a 
Portland, Maine combined. 


THE FACTS 


people spend over two billion 500 million dollars on goods purchased each year. 


WGY has 36°; more audience in the daytime and 45‘; more audience at night than 


WGY covers 21 major metropolitan markets in 53 counties of five northeastern states. 
¢o¥ mae 6 te next best station reaches only 10. In the total 53 county coverage area 2,980,000 


a combination of 10 top-rated stations in its area. (WGY weekly audience 451,230 — 
10 station weekly audience 313,080.) 


WGY penetrates eight counties in its daytime area and nine in its nighttime area which 

are not reached at all by any other Capital District radio station. In addition WGY 
has in its primary area day and night 23 counties. Station B has five counties, Station C 
three counties, and Station D three counties. 


WGY produces results. One 1-minute participation brought $700 in mail orders for a 


es cia pair of gloves. Further participations brought $25,000 worth of business which com- 
pletely swamped the plant in Gloversville, N. Y. WGY brought an implement dealer 


the Grand Central Bldg., four in a 
converted hall. In addition, the} 
network has taken over six stage | 
and movie theaters and the old|! 
Peace House. 

Agency men, questioned con- 
cerning the situation, had this to 
say: 

“Proper rehearsal, particularly 
for live commercials, is quite a 
problem. That is one reason why 


— 


$52,000 worth of business from one spot a week. This series cost him $1,300. 


This power-packed, sales-filled combination of coverage, impact, 
penetration and results, amazingly enough, can be yours at a lower cost 
than any combination of stations in the area needed to reach the same 
markets! Call NBC Spot Sales or WGY's Sales Department today! 
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Raybestos, Oldtimer 
in ‘SEP’, Continues 
Its Safety Messages 


BRIDGEPORT, CONN., Feb. 6—In- 
dependent surveys in 1949 showed 


that more motorists specify Ray- 
bestos brake linings than any 
other. 


Credit for this popularity of a 
brand name is given by Raybestos- 
Manhattan management not only 
to trade and consumer advertising, 
in which it was a pioneer 50 years 
ago, but specifically to its almost 
unbroken series of campaigns in 
The Saturday Evening Post, in 
which it has been advertising 
since 1915. 

R. B. Davis, Raybestos’ vice- 
president and general manager, 
was quoted in the latest edition of | 
“Post Results,” the Curtis publica- 
tion’s house organ, in a tribute 
to the Norman Rockwell paintings 
used in early Post ads. 

“They are an important part of 
our history,” he said. “You know, 
we feel that The Saturday Evening 
Post has much to do with our 
being in business today.” 


@ In 1915, Raybestos went into 
the Post three times. In 1951, there 


@ Now reaches 72,135 
hotels and restaurants 
throughout America . . 

(See Standord Rate & Dato Service) 


70 MW. CARROLL ST. MADISON 3, WIS. 


| chairman of the board of the com- 


| it up to a leading position, but it 
;}must be a good product and its 


| directly 


| the 


will be eight insertions in two 
colors in the Post in addition to 
ads in a dozen other national con- 
sumer magazines and trade publi- 
cations. 

Through that 35-year period, 
the largest proportion of its ad- 
vertising money has gone to the 
Post. In fact, according to “Post 
Results,” Sumner Simpson, now 


pany, continued Post advertising 
even when he wasn't sure he could 
meet his payroll. 

“Some people advertise,” Mr. 
Davis said, “because they think 
it’s the thing to do. Every time we 
advertise we figure out ways to 
utilize or supplement the adver- 
tising message. Advertising can 
take the humblest product and lift 


quality must be maintained.” 


e An illustration of this was a 
Post ad in 1924 which asked, “How 
long since your brakes were in- 
spected?” The success of that 
safety theme has injected itself, 
or indirectly, into every 
Raybestos Post ad since that time 
with a line or two about sifety. 

A theme in 1951 ads is “Don't 
learn about bad brakes by acci- 
dent,” showing an illustration of 
a rosy-cheeked woman stating: “I 
love life! That’s why I have my 
brakes certified safe.” All ads will 
utilize the same theme. 

All sales promotion this year, 
from the company house organ 
to posters and mailing pieces for 
mechanics, will be built around 
these Post ads. 

Gray & Rogers, Philadelphia, is 
agency. 


MANHATTAN RUBBER 
CHANGES ITS AD STYLE 
Passaic, N. J., Feb. 6—The 
spring industrial advertising pro- 
gram of the Manhattan Rubber 


| 
E 


Do you know that drugs and 
‘sundries are big business in 


SAN DIEGO 


411,129,000 


San Antonio, Texas ¢ 
$11,179,000 Just pic k f hal 
‘ ee picture a market of over a half 
Ricamon es itgiie 5g & million people (535,967 in San 
Toledo, ic += Diego County, U. S. Census) with 
$11,423,000 414,371 living in a radius of 15 § | 
Nashville, Tenn. miles from the Civic Center. | 
$ 8,732,000 . : " 
eg Picture San Diego 125 miles south 
Gushe, rt iene of Los Angeles (33 miles greater 
Dayton, Chic than the distance from NewYorkto § | 
$ 8,121,006 Philadelphia). Do this and you will 
Des Moines, lowa realize that you need the concentra- 
$ 9,897,000 tion of San Diego Union and 
Columbus, Ohio Evening Tribune circulation to 
$12,017,000 § successfully sell this isolated mar- 
Newark, N. J. ket. Then remember that your ad- 
— ~ >. on vertising dollars are more effective 
— "§ 10,670,000 here because just one“ buy” delivers 
ait saturation coverage. 
Decide now that San Diego 
belongs in your West Coast sales plan. 
Ask the West-Holliday man 
-. AGREE ins | 1S | 


Diego 
UNION and EVENING TRIBUNE | 


Morning, Evening and Sunday 


Data from 1950 S. M. Survey of Buying Power, Drug Store Soles 


in California’s New Major Market 


REPRESENTED NATIONALLY BY 


WEST-HOLLIDAY CO.., inc. 


Mew York + Detroit» Chicago + Denvers Seattle» Portland San Francisco*Los Angeles 


se THAT Was err 


Advertising Age, February 12, 


CONT eMENE ON TeRerrT 


VARIATION ON OLD THEME-—Listerine keeps everlastingly at it with its basic bad 
breath story. In current magazines, this arresting photo and brief copy tells what 
the eavesdropper heard through the not-quite-closed door. 


division of Raybestos-Manhattan 
Inc. will use an entirely different 
approach from any used by the 
company since it began national 
advertising more than a quarter of 
a century ago. 

Following considerable research 
by Franklin A. Miller, director of 
marketing and merchandising for 
the parent company; James J. De- 
Mario, advertising and sales pro- 
motion manager of the rubber 
division; and the Roland G. E. 
Ullman Organization, Philadelphia, 
agency for the rubber division, the 
new series of red and black bleed 
pages to appear in the next three 
months in some 31 industry pub- 
lications, 11 buyer catalogs and 
four horizontal national business 
papers will veer away from the 
traditional industrial format. 


@ In all the ads, directed toward 
many different industries, products 
will be portrayed in two-color 
designs indicating action wherever 
possible. Copy will be kept newsy 
and short, superlatives will be 
kept out of headlines, and other 
Manhattan products than the one 
featured will be mentioned in each 
ad. 

“The increased number of ad- 
vertisers coupled with the number 
using the same general pattern, 
has, in my opinion, slowed up the 
reading of trade and industry 
paper advertising,” Mr. Miller de- 
clared. “There is often a deadly 
monotony in ad after ad, straining 
to testify to the merits of each 
specific product through so-called 
tesiimonial or experience-style 
copy and illustrations.” 


Plans Tourist Campaign 


The Pennsylvania State Depart- 
ment, through Gray & Rogers, Phil- 
adelphia, will launch a new series 
of national ads to bring tourists 
into Pennsylvania. The ads will 
feature the “hex” marks which 
Pennsylvania Dutch farmers gen- 
erally paint on their barns. The 
ad is scheduled to run in the March 
issues of Grade Teacher, Holiday, 
Instructor and 25 auto club and 
highway publications, plus the 
April issue of National Geographic 
Magazine. 


Casemore Joins Jam Handy 
Robert F. Casemore, formerly an 
account executive of Simons- 
Michelson Co., has joined the edi- 
torial department of Jam Handy 
Organization, Detroit. 


Brady Names Thomas V. P. 
Allan Thomas, art director, has 
been elected vice-president and art 
director of Richard H. Brady Co., 
Stevens Point, Wis., agency. 


Apple Growers Again Try 
to Set Up Apple Commission 


The big apple growers of Penn-| 
sylvania will make another at-| 
tempt to set up an Apple Commis- 
sion for the promotion of their 
products. Under the plan, a tax of 
l¢ a bushel on all apples grown 
for the market will be imposed to 
finance the advertising and promo- 
tion project. Farm officials esti- 
mate this will yield about $100,000 
a year. State Representative 
George A. Goodklin, York County 
Republican who backed similar 
legislation two years ago, is ex- 
pected to sponsor the apple bill 
again. 

The apple promotion tax bill of 
1949 was defeated in the house 
on final passage, but the vote was 
later reconsidered and the bill 
passed. In the senate it was killed 
in the agriculture committee. 


Elgin Watch Plans Drive 


Elgin National Watch Co., El- 
gin, Ill., has scheduled an extended 
campaign drive, using the theme 
“Elgin Banner Buys,” to introduce 
for the first time in its history a 
17-jewel watch in the $33.75-$47.- 
50 price range. A spread in The 
Saturday Evening Post on Feb. 17 
will be followed by a similar ad 
in Life, March 17. 
b&w or b&w and one color, 
lines, will be run in selected major 


| keting 
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Renuzit Sets up 
Largest Ad Budget 


for ‘51 Promotion 


PHILADELPHIA, Feb. 6—A flexi- 
ble, expanding advertising pro- 
gram—largest in the history of the 
company—will launched this 
month by Renuzit Co. for its home 
cleaning products 

The greatest portion of the Ren- 
uzit budget will be devoted to tele- 
vision time in the company’s mar- 
with some _ supple- 
mentary newspaper space and the 
addition of Good Housekeeping to 
the company’s national media list. 

Renuzit last year had a partici- 
pating spot on the “Homemakers 
Exchange” on CBS-TV. This year 
the company is seeking another 
such network participation. In the 
meantime, the Renuzit advertis- 
ing agency, McKee & Albright of 
Philadelphia, will pick up good lo- 
cal spots, whenever they become 
available, until the company is 


be 


area, 


| adequately represented east of the 
| Mississippi River and north of the 


| Mason-Dixon Line. 


No ceiling on 
television time has been fixed. 
Good Housekeeping was added 
to the schedule following receipt 
of the Good Housekeeping Seal of 
Approval for the Renuzit products. 
In addition, the company will con- 
tinue its space in teachers’ and 


| educational journals. 


Advertising and point of sale 
material will feature a new theme: 
“Touch Up Dry Cleaning!” Copy 
will stress the purchase of quart 
cans of Super Renuzit for cleaning 
spots, with larger packages getting 
a secondary play. 


Hamilton Announces Winners 
of Printing Contest 

W. C. Hamilton & Sons, Miquon, 
Pa., has announced the winners of 
its December printing contest, 
which is conducted to promote a 
closer bond between distributor 
salesmen and printing concerns. A 


similar contest was conducted by 
the company in November (AA, 
Jan. 1). 


The first and second prize win- 
ners for the December contest are: 
lst place, Graphic Arts Inc., Phil- 
adelphia, with a Christmas card 
and 2nd place, Universal Litho- 
graphers Inc., Baltimore, for an 
eight-page Christmas booklet. 


| Expands Radio Schedule 


Newspaper ads, | 
1,000 | 


cal radio spots will supplement the | 


drive. In addition, ad mats will be} 
available to retailers. J. Walter 
Thompson Co., Chicago, is the 


agency. 


Rockwell Promotes Laurin 

R. K. Laurin has been named 
assistant advertising manager of 
the meter and valve division of 
Rockwell Mfg. Co., Pittsburgh. He 
will be in charge of advertising 
production and office procedure. 
Mc. Laurin joined the company in 
1948 as a copywriter. 


Gibson Joins Basford 


Richard Gibson, formerly with 


Michel-Cather, has joined G. M. 
Basford Co., New York, as an edi- 
torial assistant in the agency's 


publication department. 


Perfex Mfg. Co., Shenandoah, 
Ia., maker of Perfex Super clean- 
er, GlossTex plastic starch, Shina 
dish and Dexol powder bleach, has 
expanded the schedule of radio 


| stations carrying daily broadcasts 
markets. Television spots and lo-| diag Peep. a 


of the Kitchen Club program. The 
program, now scheduled on 34 sta- 
tions, has added WSPD, Toledo, 
and KSAL, Salina, Kan. The agen- 
cy is Buchanan-Thomas Advertis- 
ing Co., Omaha. 


Ed Stenner to ‘American’ 

Ed Stenner, formerly with Don- 
ahue & Coe, has joined the New 
York sales staff of the American 
Magazine. 


NATIONAL PHOTOCOLOR CARBROS, Inc. 
305 East 43rd Street New York 17, N. Y. 
Telephone: MUrray Hil! 6-9044 
PROFESSIONAL COLORPRINTS 
From Separation Negatives, Transparencies 
Specializing in Montage 
NEW HIGH-SPEED COLOR CAMERA AVAILABLE 
(with operator) For Indoors (Mazda & Flash) 
Outdoors and Strob Light 


MATRIX. COMPANY 


S17 SOUTH JEFFERSON STREET, CHICAGO 7, ILLINOIS 
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Advertising Age, February 12, 1951 


| 


“Indicates first listing in this column 


Feb. 12-13. Inland Daily Press Assn., 
midwinter meeting, Congress Hotel, Chi- 
cago 

Feb. 12-13. National Newspaper Pro- 
motion Assn., western conference, Am- 
bassador Hotel, Los Angeles 

Feb. 16-17. Newspaper Advertising Ex- 
ecutives Assn. of the Carolinas, winter 


meeting, Alamance Hotel, Burlington, 
x. ¢. 
Feb. 16-17. Pennsylvania Newspaper 


Publishers Assn., display advertising con- 
ference. Penn Harris Hotel, Harrisburg 

*Feb. 17-18. Mississippi Valley Classified 
Advertising Managers, 14th annual meet- | 
ing, Hotel LaSalle, Chicago. 

Feb. 27. New England Newspaper Ad- 
vertising Executives Assn., Parker House, 
Boston 

Feb. 28. Associated Business Publica- 
tions, clinic meeting, Drake Hotel, Chi- 
cago 


March 3-8. Advertising Specialty Na- 


tional Assn., spring meeting, Palmer 
House, Chicago 
March 6-7. Chamber of Commerce of 


the Un_ted States, 7th national marketing 
conterence, Fairmont Hotel, San Fran- 
cisco 

March 12-13 
Assn., marketing 
Astoria, New York 


American Management 
conference, Waldorf- 


of Business Mag 
azine Editors, Hotel Statler, Washington 
D.C | 

March 28-31. Assn. of National Ad- 
vertisers, spring meeting, The Homestead, 
Hot Springs. Va 

March 31. Advertising Federation of 
America, Eastern AFA Intercity Women af 
Club Conference, Washington, D. C 

April 2-5. Premium Advertising Assn 


of America, Chicago Premium Centennial 
Exposition, Hotel Stevens, Chicago | 

April 3-4. Point of Purchase Advertising | 
Institute, annual exhibit and symposium | 
on store display advertising, Waldorf-As- | 
toria, New York | 

April 13-14. Advertising Federation of | 
America, Fourth District, Orlando. Fla 

April 14-18. Financial Public Relations 
Assn., midyear meeting, Dallas, Tex 

April 15-19. National Assn. of Broad 
casters, 29th annual convention, Hotel 
Stevens, Chicago 

April 17-20 American 
Assn., packaging 
City, N. J 

April 24-26. American Newspaper Pub 
lishers Assn., annual convention, Waldorf 
Astoria, New York 

April 28-29. Mail Advertising Service 
Assn., seven-state conference, Cleveland 

April 29-May 2. National Newspaper 
Promotion Assn., annual convention, | 
Wardman Park Hotel, Washington, D. C. | 

May 16-19. Associated Business Pub- | 
lications, annual conference, The Home 
stead, Hot Springs, Va 

May 17-18. Public Utilities Advertising 
Assn., annual convention, Hotel New 
Yorker, New York 

May 21-22. Inland Daily Press Assn., 
spring meeting, Congress Hotel, Chicago 

May 31-June 2. National Sales Execu 
tives convention, Waldorf-Astoria, New 
York 

June 4-5. New England 
Advertising Executives Assn., 


Management 
conference, Atlantic 


Newspaper 
Hartford, 


Television 
Art Opportunities 


Fred Niles 


Artists Guild Club 


roundtable luncheons 


call SU 7-3320 
for reservations | 
e) 


A LAURENCE, INC. 47 


Th, Pe 


wll 
" 
® 


| Assn., 30th 


Conn. 

June 10-13. Advertising Federation of 
America, annual convention and exhibit, 
Hotel Chase, St. Louis. 

June 17-21. Advertising Assn. of the 
West, 48th annual convention, Cosmopol- 
itan Hotel, Denver. 

June 20-22. American Marketing Assn 
conference, Hotel Statler, Detroit 

June 24-27. National Industrial Ad- 
vertisers Assn., annual conference, Wal- 
dorf-Astoria, New York 

June 24-23. Assn. of Newspaper Classi- 
fied Advertising Managers, 3ist annual 
convention, Mount Royal Hotel, Montreal, 
Can 

June 25-27. Newspaper Advertising Ex- 
ecutives Assn., summer meeting, Cosmo- 
politan Hotel, Denver 

July 7-13. International Advertising 
Conterence, London, England. Registra- 


| tion through Elon G. Borton, Advertising 


Federation of America, 330 W. 42nd St., 
New York 18. 

Sept. 17-21. Premium Advertising Assn. 
of America, New York Premium Cen- 
tennial Exposition, Hotel Astor, New 
York. 

Sept. 23-28. Advertising Specialty Na- 
tional Assn. annual convention and Spe- 
cialty Fair, Palmer House, Chicago 

Sept. 24-26. Assn. of National Adver- 
tisers, fall meeting, Waldorf-Astoria, New 
York 

Oct. 13-16. Mail 
annual 


Advertising Service 
convention, Hotel 


tribution, 23rd annual forum, Hotel Stat- 
ler, Boston. 


Oct. 15-16. Inland Daily Press Assn., 
67th annual meeting, Congress Hotel, 
Chicago. 

Oct. 15-16 Agricultural Publishers 


Assn., annual meeting, Chicago. 

Oct. 24-27. Printing Industry of Amer- 
ica, annual convention, Hotel Statler, 
Boston 

Nov. 12-15. Financial Public Relations 
Assn., annual convention, Hollywood 
Beach Hotel, Hollywood, Fla. 

December (date not yet set) American 
Marketing Assn., winter conference, Ho- 
tel Kenmore, Boston. 


Sponsors ‘102 Theater’ 


Union Oil Consolidates 


Union Oil Co. of California, Los 
Angeles, has consolidated its pub- 
lic relations, advertising and sales 
promotion activities into a single 
department under the direction of 
Reese H. Taylor, Union's director 
of advertising and public rela- 
tions for the past four years. Un- 
der the new setup, Earl M. Welty 
will supervise press and public re- 
lations and Fred T. Holt, former 
supervisor of retail sales, will su- 
pervise wholesale and retail sales 
promotion. 


Maier Brewing Co., Los Angolan, |Cheadle Transferred 
1 


has signed to sponsor “The 
Theater,” a presentation of two 
major feature motion pictures 
from 8 to 10:45 p.m., Saturday 
nights, on KECA-TV, Los Angeles. 
Biow Co., Hollywood, is the agency 
for Maier. 


Glolite Promotes Mountain 

Ray M. Mountain has been 
named vice-president in charge of 
all operations of Glolite Corp., 
Chicago, division of Noma Electric 


Russell W. Cheadle, for the past 
four years manager of the Charles- 
ton, W. Va., office of Beaumont & 
Hohman, has been transferred to 
the agency's Chicago office, where 
he is a member of the copy staff. 
Edward C. O'Connor replaces Mr. 
Cheadle in Charleston. 


‘To Alfred J. Silberstein 


Belding-Corticelli, New York, 
fabrics, lingerie, threads, has 
named Alfred J. Silberstein, Bert 
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Belvend Appoints Johnson 

Edward E. Johnson has been 
named general sales manager of 
the Vendal division of Belvend 
Mfg. Co., Chicago, vending ma- 
chines. He was formerly with 
Montgomery Ward & Co. as mer- 
chandise manager of 145 stores, 
with Butler Bros. as organization- 
al manager of its Federated Stores, 
and with Great Universal Stores 
of London, England, as managing 
director. 


Clippings from the business press, 
farm publications and consumer 
magazines can supply valuable iafor- 
mation in the op of busi 
Used by business organizations and 
their advertising agencies for collect- 
ing editorial publicity, for maintaia- 
ing competitive advertising files, for 
making research market 
and for developing sales prospects. 
Booklet No. 50 Clippings Aid Business 
Booklet No. 60 Magerines Read by Becen's 


Schroeder, Milwaukee 


Corp. He had been sales manager Goldsmith Inc., New York, to han- 
15-16. Boston Conference on Dis- of the company since 1948. 


BACON’S CLIPPING BUREAU 


Dearborn St. Chicago 4 
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dle its advertising. | 


In Kimberly-Clark paper-making ... 


79 Quality 


iner Printing for You! 


FINISHED ROLLS AT KIMBERLY-CLARK -. THE NEWEST “LOOK” IN QUALITY-CONTROLLED PAPER! 


Now you can make every impression 
a far better impression — without an 
increase in printing cost! For at 
Kimberly-Clark, the industry's most 
complete quality control system as- 
sures premium quality press perform- 
ance and reproduction —at the cost 
of ordinary paper! 

You'll see new whiteness and bright- 
ness, feel new smoothness, in all four 
Kimberly-Clark papers. In make- 
ready, on large or small presses, 


Checks Mean 


Stop that log! au improperly barked logs are 
removed and reprocessed before being used. 
Only the finest of special ingredients, too, are : 
aceepted — like the new, exclusive LongLac sul- 
phate fibers. That's why this paper is whiter, 
brighter, and remarkably cleaner than ever before. 


A sheet of paper is bOFM on the Fourdrinier 


wire as whitewater drains away. The coating 


then applied provides a mirror-smooth surface 
of unusual whiteness, permanence, uniformity. 
With inks held bueyantly to the surface, type is 


sharp and clean, colors strong, active, vigorous. 


you'll discover new economy and 
dependability. Finally, in comparing 
reproduction with that of any other 
paper, at any price, you'll agree 
there’s a striking new difference in 
the quality of printing achieved — 
with less waste. 


Bright ? Right ! The brightness test is just one 


of 79 checks made on each lot of paper. This 


So, regardless of your paper re- 


quirements — for long runs or short 
» oleate ; ; control system is the Kimberly-Clark way of 
runs, advertising pieces, magazines 
rt making sure that your purchase of coated paper 
or house organs -—-look to Kimberly- 


Clark for printability at its best. 


gives you the press performance and reproduc 
tion of a higher-priced sheet 


Before choosing any printing paper — 


New HIFECT* Enamel with sulphate- 
cooked fibers added. Permanence, foldabil- 
ity, dimensional stability make Hifect ideal 
for covers or any fine letterpress printing. 


New LITHOFECT® For offset printing. 
Provides a moisture- and pick -resistant 
coating. Offers outstanding foldability. Ren- 
ders colors without loss of density. 


Look at Kimberly-Clark coated papers 


New TRUFECT®* Whiter, smoother, folds 
even better than before. Trufect, for letter- 
press, offers faster ink setting time, greater 
press dependability, finer reproduction. 


New MULTIFECT* An economy sheet 
for volume printing. Now Multifect has 
added strength, better foldability, greater 
uniformity ream-on-ream than ever before. 


KIMBERLY- CLARK 


CORPORATION 
NEENAH, WISCONSIN sy 
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Lea Leaves Johns-Manville 
for Olin Industries 

Rebert W. Lea retired as presi- 
dent of Johns-Manville Corp., 
New York, Feb. 1 to join Olin 
Industries, East Alton, IIL, in an 
unspecified executive position. He 
joined Johns-Manville in 1939 
as vice-president of finance; was 
elected a director in 1940; became 
executive vice-president in 1946, 
and was elected president that fall. 
Before 1939 he was president of 
West Virginia Coal & Coke Corp. 
L. M. Cassidy, vice-president of 
sales, has succeeded Mr. Lea as 
president of Johns-Manville. 


KNBH Appoints Eadie 


MacGregor Eadie has been ap- 
pointed an account executive of 
KNBH, Los Angeles, NBC owned 
station. He was formerly assistant 
manager of NBC’s western divi- 
sion continuity acceptance depart- 
ment 


M & L Publishing Moves 

M & L Publishing Co. has moved 
its offices to the Schaff Bldg., 
Philadelphia. 


With the addition of the Chicago 
Journal of Commerce in Janu- 
ary, 1951, The Wall Street Jour- 
nal offers advertisers complete, 
comprehensive coverage of the 
national business market. 


The Chicago Journal of Com- 
merce Edition of The Wall Street 
Journal brings to four the re- 
gional printings of this national 
business newspaper. The others 
are the Eastern Edition, pub- 
lished in New York; the South- 
west Edition, printed in Dallas, 
and the Pacific Coast Edition, 
printed in San Francisco. 


Your advertisement in the Na- 
tional Edition (the combination 
of the four regional editions) of 
The Wall Street Journal will 
place your products or services 
before 191,451 businessmen sub- 
scribers who control or influence 
many billions of $$$. Here is the 
buy ... the most active and re- 
sponsive part of the national 
business market—the men who 
look to The Wall Street Journal 
to tell them what is going on in 
the business world every busi- 
ness day. 


if you advertise to Business, 
The Wall Street Journal 
should head your list 


The Wall Street Journal 
Published af: 
44 Broad Street, New York 
12 East Grand Avenue, Chicago 
911 Young Street, Dallas 
415 Bush Street, San Francisco 


Brewery Ad Expenditures Up 2¢ a Barrel; 
Large Brewers Boost Video Budgets 1,000% 


Cuicaco, Feb. 6—Brewery ad- 
vertising expenditures in 1950 
were up 2¢ per barrel over expend- 
itures in 1949, according to a sur- 
vey published by Modern Brew- 
ery Age in its January issue. 

However, whereas large brewer- 
ies (more than 500,000 barrels an- 
nually) increased ad budgets 17¢ a 
barrel and medium-size breweries 
(100,000 to 500,000 barrels) 
boosted ad funds 25¢ a barrel, 
small brewers (under 100,000 bar- 
rels) actually reduced advertis- 
ing expenditures by 8¢ a barrel. 

National beer advertisers were 
not included in the study, “since 
their breakdown of expenditures 
might distort the picture for local 
and regional breweries,” the publi- 
cation explained 

Modern Brewery Age conducted 
similar studies in 1935 and in 1940. 
Data show that, per barrel, ad bud- 
gets of breweries in 1950 were 
$1.09, up 13.5% from the 1940 
average of 96¢ and up 122.5% from 
the 49¢ spent in 1935. 


@ The percentage of the adver- 
tising budget spent on each medi- 
im is as follows: 


"35 "40 "50 
Newspapers 16.3" 16.7% 21.1% 
Radio 6.1 18.8 17.4 
Television 00 0.0 4.6 
Point of sale 4.9 26.0 23.8 
Outdoor 18.4 30.2 19.3 
Miscellaneous 14.3 8.3 13.8 


The percentage change in expenditures 
in each medium 


‘40 over "35 ‘SO over “40 

Newspapers +-100.0 +43.6°% 
Radio + 560.0 5.5 
Point of sale + 13.6 o4 
Outdoor 222.0 27.6 
Miscellaneous + 14 +-87.5 
Total 6.0 +13.5 


e Of more immediate importance 
in considering the plight of small 
breweries (AA, Oct. 2 and Nov. 27, 


PER CENT CHANGE IN 1950 FROM 1949 


Under 
100,000 bbis. 
Newspapers —34.6% 
Radio 0 
Television 0 
Point of purchase 6.7 
Outdoor +10.5 
Miscellaneous + 6.2 
Total — 7.3% 


50) is the data showing the ad 
expenditures of breweries in °49 
and '50, the per cent of the total ad 
budget spent in various media by 
size of brewery in 1950, as com- 
pared with 1949, and the per cent 
change in expenditures by media 
in the same two years. 


@ Perhaps the most significant 
trend in the past year is the vast 
increase in TV expenditures among 
larger local and regional brewer- 
jes—at the expense of newspapers 


and radio. This group used TV} 


cautiously in 1949, spending an 
average of only l¢ a barrel. 

In 1950, however, the budget was 
boosted to 12¢ a barrel, while the 
share allocated to newspapers and 
radio was reduced 10% and 23.1%, 
respectively. 

Medium-size brewers, on the 
other hand, increased TV spend- 
ing only 10% from 1949 to 1950 
and boosted newspaper and radio 
expenditures 57.1% and 44.5%, re- 
spectively. 


@ Smaller breweries reduced 
newspaper budgets from 1949 to 
1950, but the funds went primari- 
ly to outdoor, miscellaneous me- 
dia and radio. Television was not 
increased markedly, probably be- 
cause smaller brewers are usual- 
ly located in smaller, non-TV mar- 
kets. 

Data in the Modern Brewery 
Age charts were compiled from a 
total of 39 breweries in 1935, from 
41 breweries in 1940 and from 49 
brewers in 1950. 

Twenty of the 49 companies re- 
porting this year said that they 
plan to boost their ad budgets in 
1951. Of these, 17 reported the 
amount of the planned increase— 
an average of 14.5¢ per barrel. 


BREWERY ADVERTISING EXPENDITURES, 1949-1950 
‘Cents per barrel) 
Under 100,000 to Over All 
100,000 bbls. 500,000 bbls. 500,000 bbls. Breweries 
‘49 "SO "49 % "49 "sO ‘49 "so 
Newspapers 26e¢ l7¢ 2le 33¢ 40¢ 36¢ 26¢ 23¢ 
Radio 17 17 18 26 26 20 18 19 
Television 2 2 10 ll 1 12 4 5 
Point of sale 30 28 20 22 18 21 26 26 
Outdoor 19 21 19 21 21 28 19 21 
Miscellaneous 16 17 10 10 13 19 “4 15 
Total $1.10 $1.02 $0.98 $1.23 $1.19 $1.36 $1.07 $1.09 
PER CENT OF ADVERTISING BUDGET SPENT ON EACH MEDIUM 
Under 100,000 to Over All 
100,000 bbls. 500,000 bbls 500,000 bbls. Breweries 
1949 1950 1949 1950 1949 1950 1949 1950 
Newspapers 23.6% 16.7% 21.4% 26.8% 33.6°% 26.5% 24.3% 21.1° 
Radio 15.5 16.7 18.4 21.1 21.9 14.7 16.8 174 
Television 18 2.0 10.2 8.9 0.8 8.8 3.7 46 
Point of purchase 27.3 27.4 20.4 17.9 15.1 15.4 24.3 23.8 
Outdoor 17.3 20.5 19.4 17.1 17.7 20.6 17.8 19.3 
Miscellaneous 14.5 16.7 10.2 8.2 10.9 14.0 13.1 13.8 


IN EXPENDITURES FOR EACH MEDIUM 


100,000 to Over All 
500,000 bbls. 500,000 bbls. Breweries 
+57.1 — 10.0% —11.5% 
+445 23.1 + 5.5 
+10.0 1,100.0 25.0 
+ 10.0 16.7 0 
+ 10.5 33.4 $10.5 
0 + 46.2 +71 
+ 25.5% + 14.2% 1.9% 


International Admen Elect 

Elon G. Borton, president of the 
Advertising Federation of Amer- 
ica, has been named vice-president 
of the International Union of 
Advertising. The union includes 
advertising associations of Great 
Britain, France, Belgium, Ger- 
many, Holland, the Nordic coun- 
tries and other countries. 


‘Travel-Go-Round’ Travels 
“Travel-Go-Round,” advertiser- 
sponsored travel column, has 


| moved to 10 E. 43rd St., New York. 
| The column, which started in June, 
| 1948, with five clients running in 
| seven newspapers, now has 32 cli- 
| ents and offers a choice of 15 news- 


papers in 12 cities, plus American | 


Magazine. 


Alpert's Appoints Haney 

Harold L. Haney, formerly radio 
director of Harold Walter Clark 
Inc., Denver agency, has been ap- 
pointed advertising director of Joe 
Alpert’s Denver men’s furnishing 
store. 


Gold Seal Promotes Five 
Gold Seal Co., Bismarck, N. D., 


| 
| 


| 


has announced the following new | 
appointments. Carl B. Kreiner has | 


been promoted from southwest re- 


gional manager to assistant to the | 
president. Warner R. Quale, per-| 


sonnel and office manager, has 
been named assistant secretary of 
the company. James W. Smith, 
sales representative, has been ap- 
| pointed southeast regional man- 
|ager. Marvin Beseth, sales rep- 
| resentative, has been made region- 


al manager of the territory cover- | 
| ing Minnesota, the Dakotas, west- | 


ern Wisconsin, Iowa, Montana, 
Idaho and Utah. R. E. Scott, sales 
representative, has been named as- 


sistant regional manager of the 
southwest division. 
Henry Owen Joins OPS 

Henry B. Owen, manager of 


KING-AM and KING-TV, Seat- 
tle, has taken office (temporarily) 
as the regional administrator for 
the Office of Price Stabilization, 


| covering Washington, Oregon and 


| Idaho. 


DISPLAY WESTINGHOUSE ADS—Executives discuss some of the contemplated pro- 


motion for Westinghouse at a radio and 
to right are Ralph Nicholson, vice-preside 
Westinghouse; Robert Allen, vice-preside 


TV distributor meeting in New York. Left 
nt, Fuller & Smith & Ross; F. S. McCarthy, 
nt in charge of the New York office of 


F&S&R; and John Maddox, assistant to Mr. Allen. 


Ziv Package Show, 
‘Bold Venture,’ to 
Be Aired in March 


CINCINNATI, Feb. 7—“Bold Ven- 
ture,” the latest of the transcribed 
Frederic W. Ziv packages, already 
has been sold in more than 200 
markets. The 30-minute show, 
starring Humphrey Bogart and 
Lauren Bacall, is scheduled to go 
on the air in late March. 

Forty per cent of sales to date 
have been to brewers. Talent costs 
to sponsors range from $13 in 
small markets to $750 in major 
cities. 

No. 1 “Bold Venture” backer 
as of this writing is Pfeiffer Brew- 
ing Co., which has signed for 32 
cities, through Maxon Inc. Other 
companies which have contracted 
to sponsor the broadcast in several 
cities are Stegmaier Brewing Co. 
(Crolly Advertising Agency), 25; 
Hamm Brewing (Campbell- 
Mithun), 9; Globe Brewing Co. 
(Joseph Katz Co.), 6; American 


Brewing Co., 4. 

Septonic Corp., chemical manu- 
facturer, will carry the Bogarts’ 
show in 25 cities, with time bought 
direct. 


Two Agencies Consolidate 


Almon Brooks Wilder Inc. and 
Simmonds & Simmonds have con- 
solidated under the name of Sim- 


monds & Simmonds, with head- 
quarters at 201 N. Wells St., 
Chicago. Phil W. Tobias will 


continue as president of the com- 
bined organization. F. M. Sim- 
monds Jr., founder of the agency, 
will serve as executive vice-pres- 
ident. Almon Brooks Wilder will 
be a vice-president. 


Named Effanbee Sales Mgr. 
Arthur W. Sellers, with Effan- 
bee Doll Co., New York, since 
June, 1950, has been appointed 
sales manager of the company. 


R&R Promotes Earle Chase 

W. Earle Chase, in the copy de- 
partment of Ruthrauff & Ryan, 
New York, has been named asso- 
ciate copy director. 


mil 


cov 


Cire 
ures 


There are more than 800- 


buying income jingling in 
the jeans of Akron area 
buyers. Get your share of 
this wealth. 
all you need 1s the blanket 


Sunday Beacon Journal— 
Akron’s ONLY newspaper 


It pays to know your A B C’s! 
Look first to Audit Bureau of 


lion dollars in effective 


It’s easy— 


erage of the daily and 


ulation for accurate fig- 
on newspaper coverage of 


JOHN S$. KNIGHT, Publisher 
STORY, BROOKS G FINLEY, 
Represcntetive 
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Puerto Rican Rum 
Ads to Continue 
Pace Through ‘51 


New York, Feb. 6—Frank John- | 
son, director of Puerto Rican rum 
promotion of the Puerto Rico Rum 
Institute, said last week, as he pre- | 
pared to leave for Puerto Rico, 
that the island officials are intend- 
ing to continue the advertising and 
promotion campaign at an annual 
rate of $1,000,000 a year. 

Mr. Johnson pointed out that the 
appropriation has been approved 
until June 1, 1951, and that the trip 
on which he left today is for the 
specific purpose of discussing pro- 
motional plans for the last half 
of this year and 1952. 

Tax collections are up 28.6% for 
1950, and sale and consumption of 
rum are rising, he said. The rum 
promotion, through McCann-Erick- 
son, will continue in magazines, 
newspapers and business papers, 
along with a sales promotion cam- 
paign and point of sale program. 


@ To avoid the rum debacle of the 
last war, when it became the vic- 
tim of tie-in sales, and quality 
slipped badly, Mr. Johnson said 
that officials hope to (1) maintain 
the quality control act to keep 
present quality levels; (2) to in- 
tensify the promotional activity to 


create new consumer demand, and | 
(3) to relieve any log-jams which 
develop at retailer levels. 


Carborundum Revises 
Foreign Sales Policy 


H. K. Clark, president of Car- 
borundum Co., New York, has an- 
nounced a completely revised 
worldwide policy of export sales) 
of coated abrasive products which | 
will effect markets for $5,000,000 
in such products and make avail- 
able to foreign distributors Amer- 
ican merchandising methods not 
previously open to them. 

The new program marks the end 
of Carborundum’s export of coated 
abrasive products through Durex 
Abrasives Cerp., export subsidiary 
jointly owned with three other 
manufacturers—Minnesota Mining 
& Mfg. Co., Behr-Manning Corp. 
and Armour & Co. The export sub- 
sidiary was ordered dissolved last 
September by a federal district 
court in Boston (AA, Sept. 18, ’50). 


Offers Workshop Courses 
in Retail Advertising 


New York City College’s mid- 
town business center will offer al 
series of retail advertising work-| 
shop courses, beginning Feb. 13,' 
designed to provide practice in 
working out advertisements and! 
sharpen trainees’ critical judgment. 

The courses will cover apparel | 
and home furnishings advertising. 
Tuition for each course, meeting 
one night a week for 15 weeks, is, 
$49.20. Admission will be limited | 
to those experienced in the field 
and to advanced students of ad-. 
vertising. Application should be | 
made to the Supervisor of Admis-| 
sions, City College Midtown Busi- 
ness Center, 430 W. 50th St. 


Davidson Elects Welch 

Col. Gordon B. Welch has been 
elected president of Davidson 
Corp., Chicago, a Mergenthaler 
Linotype Co. subsidiary engaged 
in the manufacture of offset print- 
ing equipment. Col. Welch was 
formerly with the parent company 
as vice-president in charge of re- 
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John Hancock to Speak 
at Industrial Editors’ Banquet 


John Hancock, chairman of the 
board of Lever Bros., will be the 
principal speaker at the annual 
banquet in Philadelphia on March 
30 of the American Assn. of In- 
dustrial Editors. The editors’ con- 
vention will get under way March 
29 at the Benjamin Franklin Ho- 
tel. 

Other speakers scheduled to ap- 
pear are: Melvin K. Whiteleather, 
author and war correspondent; 
Harry F. Gracey, training director 
at SKF Industries, and A. A. 
Nichoson, assistant general man- 
ager of public relations of the Tex- 
as Co. Features at the convention 


| will include editorial clinics, for- 


ums and debates under the direc- 
tion of Robert D. Breth, manage- 
ment consultant, and several rep- 
resentative Philadelphia business 
executives. 


Schenck Resigns Ullman Post 


Mrs. Amelia A. Schenck, pro- | 


duction manager and former treas- 
urer of Roland G. E. Ullman Or- 
ganization, Philadelphia, has re- 
signed after 21 years with the 
agency. 


Industrial Designers Elect 

The American Designers’ In- 
stitute, New York, which voted 
to change its name to Industrial 
Designers’ Institute, has reelected 
its entire 1950 panel of officers for 
1951. The officers are: President, 
Paul MacAllister of Chicago; Ist 
vice-president, Frank Giannoto of 
New York; secretary, Robert C. 
Williams of Chicago, and treas- 
urer, Dan Jensen of Philadelphia. 
Bruce Kamp of Philadelphia has 
been named to the newly created 
post of assistant secretary. 


John-Raider Agency Names 2 


Bob Elliott has been named as- 
sistant media director and copy- 
writer of John-Raider Associates, 
New York agency. Betty Moskow- 
itz has been appointed publicity 
director of the agency. 


Reports 49,812 TV Sets 


According to figures received 
from distributors, the estimated 
number of TV sets in the area 
covered by WFMY-TV, Greens- 
boro, N. C., is 49,812, as of Jan. 31. 


Sells Candle Business 

Koppers Co., Pittsburgh, has 
sold its candle business at its Mea- 
dows plant in Kearny, N. J., to H. 
E. Rounds Inc., New York. The 
sale includes the equipment, in- 
ventory, trademarks and good will 


‘Everywoman’'s’ Names Two 
Walter A. Rogers, formerly with 
Family Circle, and Neal Donnelly, 
formerly with Flair, have joined 
the executive sales staff of Every- 
woman's Magazine, New York. 


suburban 
“"*go-getter™ 


Philadelphia's First National 
Bank has used carcards year 
after-year in suburban trolleys 
and buses—reaching the fast 
growing half of the Philadel 
phia metropolitan market /it 
ing outside the city limits. 


Loomis Advertising Co.., 
6809 Market St., 
Upper Darby, Pa. 


What will the 


Critical Shortages and Cutbacks 
do to 


Business ? 


We’re all agreed that the one best hope for the world 
lies in a strong America. 


But to achieve military strength, must 


we cut our standard of living back 


to depression levels? 


Surely, there must be ruthless civil- 


earnings for individuals and business 


and 


{ 
{ 


otal 
ual! 


ian cuts in strategic materials needed 
for defense. Certain consumer lines 
will be in short supply. This is espe- 
cially true of durable goods —cars, 
appliances, houses, etc. 


Yet last year ALL durable goods accounted 
for only 13°,, of total consumer purchases. 
And even with drastic restrictions in the 
peak war year, 1944, industry was able to 
make $7.1 billion in durable goods avail- 
able to consumers, as against a prewar 
high of $7.9 billion—a loss of only 10°,,. 
WHICH IS THE WAY? 

Is the way to a strong America through an 
across-the-board cutback and “total aus- 
terity”? Or is there another, better way? 
Can we take up the slack in the shortage- 
ridden consumer lines by actually expanding 
those parts of our civilian economy which 
will not interfere with our defense effort? 
Can we *‘find’’ the manpower, even though 
we have almost no unemployment? 

Can we thus maintain a sound civilian econ- 
omy, which will remove one of the basic 
causes of inflation . . . and provide the high 


the wide tax base—needed to finance our 
increasing defense expenditures? 
REPORT GIVES PACTS 


Arno H. Johnson, director of research, the 
J. Walter Thompson Co., gives the answers in 
“MARKETING IN 4 Derense Economy.” Docu- 
menting the case for increased production . . . 
showing the part selling must play in the 
over-all picture, it envisions not “business as 
usual,” but unusual productivity. 1t should be 
read by every executive. We are also glad to 
make it available to universities, libraries, 
chambers of commerce and others interested 
in marketing. 
Would you like to have a copy 
for your own study? Just fill out 
the coupon below and send to 
J. Walter Thompson Company, 
New York. Twenty-three other 


offices im strategic marketing cen- / 
ters around the world, 


‘ee a — 
! 

| J.Walter Thompson Company, Dept. 202 | 
| 420 Lexington Avenue | 
| New York 17, New York 1 
| I would like a free copy of the booklet ! 
“MARKETING IN 4 Derense Economy.” 
| Name | 
! Address | 
! ! 
| | 
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Ads Start Again 


for El Vampiro, 
Shelved in ‘48 


Famed Old Insecticide 
Died for Want of Ads; 
Still in Bellows Package 


By EtLiot MARPLE 

SEATTLE, Feb. 7—For more than 
a generation, El Vampiro, a house- 
hold insecticide made from pyre- 
thrum, has been a byword in 
millions of families. 

At one time full-page advertise- 
ments ran in Good Housekeeping, 
Ladies’ Home Journal and The 
Saturday Evening Post. Carload 
shipments to individual jobbers 
were common. Woolworth, Kress, 
A&P, Butler Bros. and other chains 
throughout the country carried El 
Vampiro. More than 600,000,000 
packages were sold at a dime. 

Then the manufacturer, Allaire, 
Woodward & Co. Peoria, Ill, 
coasted. Enthusiasm and drive 
dwindled after the death of H. J. 
Woodwatd, who was president 
when the product and package 
were brought out in 1912. 

A new general manager, taking 
office early in the ‘20s, stopped nt] 


magazine advertising. He tossed out 
75,000 mailing pieces that were 
ready to go to the trade telling! 
about the full-page ads. To him,| 
advertising was a waste of money. 


e For 25 years the management 
remained antagonistic to advertis- | 
ing, and it did little in the way of 
merchandising. Sales gradually | 
slacked off. In World War II, short- 
age of pyrethrum hit the business 
hard 

In 1948, production stopped 

Last year the company changed 
hands. Last week a new “im-| 
proved” El Vampiro was back on 
the market, a new product, with 
a new price and a new sales pro-| 
motion program. 

The owner was I. P. Callison & | 
Sons, Seattle, manufacturer of bo-| 
tanicals and one of the largest! 
rectifiers of mint oil in the country. 
In acquiring Allaire, Woodward &| 
Co., Callison got a 78-year-old 
house supplying botanicals to phar- | 
maceutical manufacturers, and an 
old customer of the Callison firm. 

El Vampiro was just an inciden- | 
tal to the purchase. But market| 
tests and a careful check with 
major wholesalers and retailers | 
soon convinced Callison that El} 
Vampiro still carried a_ potent 
name. 

Callison set out to rebuild the 
business. Henry Callison became 
president of the reorganized All-| 
aire-Woodward Inc. 


} 


es As originally marketed, El Vam- 
piro was chiefly a fly killer. The} 
| company even maintained its own | 
chamber of horrors—a fly-breed- 
ing, bug-breeding works to test 
its product. But through the years 
the fly market was gradually taken | 
over by new types of insecticides, 
applying pyrethrum products in| 
liquid (fly sprays) or in gas (aero- | 
sol bombs). 

Recognizing the change, Callison 
now promotes El Vampiro chiefly | 
as protection against crawling in-| 
sects, such as cockroaches, ants | 
and fleas, for which a powder in a 
handy-to-use bellows container is 
suitable. 

Callison also went after improve- | 
ments in the formula. It wanted) 
to be free of the restrictions on 
pyrethrum products that caused so 
much trouble in World War II. 
Then, government restrictions per- 
mitted the company to use pyre- 
thrum only in a product labeled 
for use in Victory gardens. Its 
product was unchanged, but the 

_ restrictions on the label cut deeply , 


quarter for the same-size package? 
The answer Callison got in market 


Oklahoma City: 


| into household sales. 


|@ The answer Callison found was 

a new mixture developed by U.S 
| Industrial Chemicals Inc., under 
the trade name of Pyrenone. The 
mixture contains only about one- 
fourth as much natural pyrethrum 
as before. Partly replacing im- 
ported Pyrethrum is Pyrenone 
synthetic, piperonyl cyclonene. 
Together, the natural and the syn- 
thetic have greater potency than 
either alone. Safety was another 
consideration in the change, “pyre- 
none”-type insecticides being 
among the least toxic to humans 
and warm-blooded animals. 

The old product was always} 
priced at a dime. But costs in 1951} 
are hardly those of 1912. The bel- 
lows package alone, for example, | 
in just five years had risen 400%. 


When the company stopped pro- 
duction in 
money on retail sales at a dime. 


1948, it was losing 


e But would customers pay a 


tests was clear-cut. A typical reply 
was that from a wholesaler in 
“Price does not 
matter as long as it’s a quarter's 
worth. If it is, we’ll probably sell 


as much as we did at a dime—may- 


be more.” 

Retail tests indicated good sales 
where the package was displayed 
at a quarter. 

Would customers remember El 
Vampiro? Of that, Callison had 
fewer worries. A steady flow of 


OLD AND NEW—El Vompiro’s famous 

old package has been given a new red 

and yellow color. But it has the same 
shape and bellows action. 


letters for months had asked where 
people could buy the old product. 
Some asked, if it was no longer 
made, could they obtain the for- 
mula and mix their own? 

To aid customers in identifica- 
tion, El Vampiro is still packed in 
an odd-shape box with bellows 
action. Although the label has been 
redesigned, the basic colors re- 
main the same. The background is 
yellow. Another color, red, has 
been added. 

Now the Good Housekeeping seal 
also appears, as does the price, 25¢. 
Emphasis on the label shifts from 
“Swat That Fly” on the old box to 
“Kills Bugs.” 


e For better retail display, the} 
product comes packed a dozen) 
packages in a case. The case for- | 
merly contained 18, packed on} 
edge. In the new case, the packages | 
are flat for better display at point 
of sale. | 

With the new product, new label 
and new cartoning, El Vampiro! 
was ready for market. Starting in 
April, El Vampiro will resume in| 
Good Housekeeping, using two- 
column cartoon-style copy to show | 
El Vampiro’s variety of uses. 

Small-space newspaper adver- | 
tisements are modeled after the| 
same copy as that for Good House- 
keeping and are made available to 
dealers on a 50-50 cooperative 
basis. Radio spots and scripts also 
are available for co-op advertising. 

To merchandise the new promo- 
tion and let dealers know that the 
product is back, the company has 
prepared a series of five postcard 
mailings. These are going now at, 
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silver fish, bedbugs 
even earwias 
and spiders! 


Get Improved EL VAMPIRO at drug, variety or food stores, or 25¢ postpaid, ALLAIRE WOODWARD Inc., Peoria 1, i 


PLENTY OF USES—In Good Housekeeping in April, Allaire-Woodward Inc. will 
reopen advertising for El Vampiro, famed household insecticide off the market 
since 1948. 


two-week intervals to 8,000 jobbers 


and chain store headquarters of 
drug, variety and grocery dealers. 


ew Headlines in these three-color 
mailing pieces point up the empha- 
sis in the new merchandising pro- 
gram: “Now improved! Many 
times more killing power, yet still 
safe, non-poisonous!” and “Return 
discontinued 10¢ item—get full 
credit on new improved El Vam- 
piro.” 

Wholesale salesmen's 
sheets also are available. 

Advertising for El Vampiro is 
handled by Spencer W. Curtiss Co., 
Seattle, the agency for I. P. Calli- 
son & Sons. David Pollock, agency 
head, directed the market tests and 
made personal surveys in the pri- 
mary sales areas for the old prod- 
uct—the Midwest, South and 
Southwest. 


price 


McCann-Erickson Forms 
Mexican, Cuban Agencies 
McCann-Erickson, New York, 
has formed two new agencies, 
Guastella-McCann-Erickson, S. A. 
Publicidad, with a staff of 65 peo- 
ple in Havana and 45 in Mexico 
City. The agencies are the result 
of a merger in the two countries 
of Publicidad Guastella and Mc- 


|Cann-Erickson. Mariano Guastel- 


la, former head of the agency 
bearing his name, is president of 
the two new companies. 


Becomes Munsingwear Unit 

Stockholders of Munsingwear 
Inc., Minneapolis, and Vassar Co., 
Chicago, at a special meeting (AA, 
Jan. 29) approved the merger of 
Vassar Co. into Munsingwear ef- 
fective Feb. 1. Vassar will operate 
as an entirely separate division of 
Munsingwear. 


Walgreen Ties in ‘Post’ Ads 


Drug store products advertised 
in The Saturday Evening Post will 
receive special promotion by the 
355 stores of Walgreen Co., Chi- 
| cago, for 10 days beginning March 
1. Walgreen will use the Post Rec- 
|ognized Value theme in windows 
|and counter displays. Much of the 
display material will be furnished 
by the magazine. This represents 
the first time the drug chain has 
| tied in with any magazine in a 
|chain-wide promotion. 


_Deteats Price Law Repeal 


The senate of the Iowa legisla- 
ture has defeated a bill to repeal 
|the Iowa cigaret price-fixing law, 
adopted in 1949, which requires 
wholesalers to mark up cigarets 
at least 4%% and retailers 8% 
above cost. The lowa supreme 
court has held the law unconsti- 
tutional, but an appeal for re- 
hearing is pending. During senate 
debate, several senators indicated 
they would introduce legislation 
for a ban on loss leaders. 


2 Join Brisacher, Wheeler 


Robert P. Hoffman, formerly ad- 
vertising manager for Photorelief 
Co., and prior to that head of his 
own agency, has joined the crea- 
tive department of Brisacher, 
Wheeler & Staff, San Francisco. 
John H. Butler, formerly account 
executive and TV director of 
Buchanan & Co., San Francisco, 
also has joined Brisacher, Wheeler. 
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Harold Wise May | 


Take Macfadden © 
ReinsinApril 


(Continued from Page 1) 

He pointed out that the stock- 
holders will have to elect a new 
board of directors, and ther of- 
ficers will be elected, but added 
that “on the next day I’m going 
back to work.” 

Mr. Wise joined Macfadden in 
1919 as advertising manager of 
True Story and is generally cred- 
ited with an important role in the 
success of the magazine. During 
his 31 years with the company he 
was at various times advertising 
manager of Macfadden Publica- 
tions, general manager of Liberty, 
and vice-president and advertising 
director, before becoming execu- 
tive vice-president and general 
manager. 


e Mr. Wise spent much of this 
week at the Barclay Hotel. He told 
AA he will shuttle between New 
York and Onancock, between now 
and April 24, staying at the Bar- 
clay. He said that he would main- 
tain his home in Virginia, and 
probably take an apartment in New 
York when he returns in April. 
He sold his home in Scarsdale 
when he left Macfadden in June. 

In the meantime, Macfadden ex- | 
ecutives were advised in a memo 
by Irving S. Manheimer, president 
of Publishers Distributing Corp., 
who represents a group with work- 
ing control of Macfadden stock 
(AA, Feb. 5), that “it is not our 
intention to bring in any outsiders” 
but that “this business will con- 
tinue to be operated by the persons | 
presently charged with the respon- 
sibilities of management.” 

He named the “group which now 
has working control” as including 
Ernest O. Machlin, vice-president 
of W. F. Hall Printing Co.; his 
brother, Frederick Machlin, vice- 
president and secretary, Arm- 
strong Rubber Co.; Alec Schwartz, 
retired head of Art Color Printing 
Co.; and himself. 


e Mr. Manheimer also disputed | 
in a letter to AA the statement 
attributed to him (AA, Feb. 5) 
that he would survey the company 
to see what should be done to 
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active to July 1, 1943. 

“Since the capital structure was 
reorganized in July, 1944, divi- 
dends have been paid each year 
on both the common and preferred 
stocks. All of this represents a 
payment from earnings of $4,949,- 
268. 

“At the end of 1950, the working 
capital of the company exceeded 


$2,700,000, largely represented by | 


$2,000,000 of cash and government 
bonds and almost a million dollars 
in paper inventory purchased at 
prices much lower than today’s 
level. Earned surplus at the end of 
1950 stood at $2,491,000. The oper- 
ations of the company since 1942 
have shown a profit each year, in- 
cluding 1950, a particularly dif- 
ficult year, as all publishers know. 
Our operating budget for 1951, 
now in effect, indicates a substan- 
tial increase in profit over 1950. 

“I issue this statement in the 
interests of the Macfadden com- 
pany.” 


s A significant memorandum was 
circulated by the company; ad-| 


dressed to Mr. Wise, it was signed 
by Mr. Manheimer and dated Feb. 
6. In it he notes that he is supposed 
to have acquired control of Mac- 
fadden, and says: “While this is 
flattering, I must point out that 
there are approximately 325,000 
shares of Macfadden Publications 
Inc. stock outstanding and these are 
held I understand by approximate- 
ly 5,000 stockholders. While I have 


|recently purchased a substantial 


stock interest, my holdings are far 
from controlling. Such influence as 
I may be able to exert will be 
toward the end that this company 
will continue to be operated in the 
best interests of all of its stock- 
holders, its employes and the pub- 
lishing industry in general.” 


e He also notes that Mr. Elder 
will retire on April 24, “when he 
will have completed 50 years of 
service with this organization,” 
and says he is pleased to learn 
that Mr. Elder has agreed to coun- 
sel the officers for a number of 


| years. 


“I as a large stockholder,” Mr. 
Manheimer continues further in 
his memo, “will urge that Mr. 
Elder’s successor be a _ person 
presently within the organization.” 

He reaffirmed his faith in Mac- 
fadden and said, “True Story is 


|among the truly great magazines 


of the publishing business and can 
be made even greater. Those as- 


BIGGEST BACON NEWS IN 50 YEARS! 


NOW! You can get Cudahy Puritan Sliced Bacon 
in this new, exdusive, patented "Slice Server” 


/ S0CES AUREADY SEPARATED FOR YOU 
= 7 TAKE Ont STR” 08 manT— 
By! 
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Mo Taos! “casas 
No Messy Handing! 


Only Cudehy Puritan Sliced Becon 
offers so much for so little 


‘The new “Piest Pak” was dengned for two unportant reasons First — 


ex sliced breed! proterts the becuse from gh amd ex het 
ower cured lacy emoted fever of udaby Purian Revue oi ue heat 
et! Ree nated ' 
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PLEATED BACON—Ciudahy Packing Co., Omaha, is running test ads like this in the 

Omaha World-Herald for its new bacon package, the Slice Server Pleat Pak. Testing 

in other cities will follow, probably in three or four weeks. Each package contains 

2 card asking consumers to say what they think about the separation of the strips 
Grant Advertising, Chicago, is the agency. 


| Use of Right Terms in Radio Research 
Would End the Confusion, Hooper Says 


New York, Feb. 8—C. E. Hooper 
this week offered a way out of the 
“confusion in radio-TV research.” 

“If the people in radio—the buy- 
ers, that is—would call things by 
} their right name, the confusion 
|could be cleared up in a week,” 
the veteran radio researcher told 


ment, you may be sure the analogy 
is strictly coincidental,” Mr 
Hooper asserted. 


® To back up his charge that Pulse 
aided recall measurements are 
“inflated,” he quoted early 1950 
corresponding Hooper and Pulse 


assure the future operation of a| sociated with me are and will be 
successful company, pointing out | men of the same conviction.” 
that his investment is based on | 

“the present sound financial con-| #8 Mr. Elder joined Macfadden in 
dition of Macfadden Publications | 1903, after having been retail ad- 
Inc. and my belief in its great | vertising manager for the Bates 
future.” He called attention to a| agency and a copywriter at the 
similar letter by O. J. Elder on| Hampton agency. Earlier, he had 
the subject to AA, which reads in| refused his father’s offer to send 
part: 

“On March 1, 1941, when the 
present management took over the 
business, the new management in- 
herited a deficit of $1,500,000 and 
a cash balance of only $15,000 with 
which to carry on the operations 
of the company. No dividends had 
been paid to the common stock- 
holders in 11 years and there were 
unpaid dividends on the preferred 
stock amounting to $2,306,067. 

“We almost immediately took | 
steps to reorganize the company’s 
capital structure and in doing so, 
took on an indebtedness of $3,000,- | DuMont Signs Havana 
000, which was covered by the} Union Radio Television, Havana, 
issuance of that amount in deben- 
tures. 


(object: law degree) in favor of 
business college in Galesburg, II. 

He joined Charles Austin Bates 
as a secretary, working for $10 a 
week, living in a furnished room 
on 21st St., provided with break- 
fast and supper for $5.50 a week. 

In 1920 he became business man- 
ager of the company (this was a 
year after True Story was founded, 
and after Mr. Wise had been hired) 
and the company grew rapidly 
thereafter. 


| with DuMont Television Network. 
This is said to be the first interna- 
s “Since July, 1944, when the re-| tional TV affiliation agreement. 
organization was completed, that bd a. 8 = — we 
. rideo § ; > 
yee 4 hes — —_ 4 teletranscriptions of sports events 
ae dean an ahaa, ta | as its first DuMont programming. 

Oo . | 

addition, 14,471 shares of the $1.50 
participating preference stock have 


been retired. A dividend of $1.50 ; 

¢ : been retained by Offner Electron- 
per share was paid to the PTe~ | icg Inc., Chicago, manufacturer of 
ferred stockholders for the entire | electro-medical equipment. Busi- 
year of 1943 and interest on the ness papers and direct mail will be 
debenture bonds was made retro-| used. 


| Appoints Shrout Agency 
Shrout Associates, Chicago, has 


him to the University of Michigan | 


has signed an affiliation contract) 


the Radio Executives Club here 
“Ratings (the size of the audience) 
can be determined by two known 
methods—the telephone coinciden- 
tal and automatic recorders of 
tune-ins. All other methods—aided 
| recall, diaries, etec.—produce only 
indexes. 

“Of course, there is a place for 
analyses of audiences, which can 
be provided by periodic diary sur- 
veys, but the term for such figures 
is not rating,” he continued. 


e Although the brunt of Mr. 
Hooper’s attack was directed 
against competitors who use diaries 
or aided recall methods, he did 
not confine himself to these. 
There may have been missing 
information, but there was no 
misinformation in radio ratings, 
in the years following the folding 
of Cooperative Analysis of Broad- 
casting, when telephone coinciden- 


adding: 
“You cannot have more than 
one figure which proposes to meas- 


tal stood alone in the field, he said, | 


ure the same thing” and not be-/| 


come confused. 


have been caught chained to either 
our own ideas or to some fixed 
investment in outmoded measure- 
ment machinery and been knocked 
off like sitting ducks behind a 
1951 version of the Maginot Line 
If you believe you see some direct 


ratings for the controversial San 
Francisco-Oakland area. The Pulse 
ratings averaged 81% above the 
Hooper ratings. 

“Several months ago KJBS, San 
Francisco, asked for a special sur- 
vey to decide whose figures are 
right in that area. An industry 
committee was appointed. This 
group decided a broader study— 
not necessarily confined to the 
San Francisco-Oakland area or 
to the two methods represented 
by Hooper and Pulse—would be 
more beneficial to all concerned, 
but has got no further with the 
project. 

“Aided recall,” Mr. Hooper said, 
“is designed to measure hat, collar, 
bust and dress sizes. And it some- 
times turns out to be the hat size 
of one person, dress size of an- 
other and the bust size of still an- 


other. Any resemblance to the 
actual count is strictly coinciden- | 
tal.” 

| 
NBC Names Frank Young; 
Shifts William Lauten 


| 
Frank Young, formerly publicity 


, | director of WPIX, New York, has 
“We [C. E. Hooper Inc.] might! 


| 


been appointed assistant to Wil- 
liam Brooks, vice-president in 
charge of public relations for Na- 
tional Broadcasting Co., New York 

William Lauten, who has been 
with the network's press depart- 
ment since January, 1949, has been 
named trade news editor, replac- 
ing Michael Dann, now coordinator 


| reference to some operator in radio| of television program package 


| or television audience 


measure-| sales. 
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Telegift Plans 
Gift-by-Wire 
Service in May 


(Continued from Page 1) 

the merchandise available, and for 
all practical purposes will be a 
catalog. It is planned to change 
these booklets every six months. 
A special mailing of 50,000 book- 
lets will be sent to executives of 
large corporations throughout the 
country. 

| Advantages claimed for the serv- 
ice are that it can be used at any 
| hour, that it saves shopping time, 
| eliminates trouble and expense of 
| insuring and special wrapping for 
| mailing and problems of breakage 
| or spoilage en route. Spokesmen of 
the service estimate that with 
| 400,000 birthdays celebrated in the 
U. S. every day, and more than 
600,000 wedding anniversaries 
every week, the convenience of 
Telegift service will result in uni- 
formly higher year-round gift sales 
than has been the experience to 
date. 


e Organizers of the service include 
Booz, Allen & Hamilton, manage- 
ment consultant; Archibald McG. 
Foster of Cecil & Presbrey; David 
M. Freudenthal, financial consult. 
ant; James A. Linen of Time; &%& 
Clarke Mattimore of Conde Nagt 
Publications; H. Ford Perine o@f 
Life; Daniel N. Sangster, vice 
president of Telegift Inc.; Roger 
W. Straus Jr. of Farrar, Straus & 
Young; and Roger W. Straus S&# 
of American Smelting & Refining 
Co. 

Officers of Telegift are Mg, 
Straus Jr., president; Messrs. Mat 
timore and Sangster, vice-presi- 
dents; Mr. Freudenthal, secretarye 
treasurer, and Fred Sandblom, die 
rector of sales and merchandising 

Stores that have agreed to pare 
ticipate in the service include Fie 
lene’s, Boston; Sibley, Lindsay § 
Curr, Rochester, N. Y.; Abraham § 
Straus, Brooklyn, N. Y.; Strawe 
bridge & Clothier, Philadelphiaj 
H. & S. Pogue, Cincinnati; Care 
son Pirie Scott, Chicago; and J, 
L. Hudson, Detroit, in larger cities 
Participating stores in smalleg 
cities will include Luckey Platt 
Poughkeepsie, N. Y.; Cleland & 
Simpson, Scranton, Pa., and Fow- 
ler, Dick & Walker, Wilkes-Barre, 
Pa. 


s A complete list of approved 
merchandise as well as of par- 
ticipating stores is expected to be 
ready within three weeks. Tele- 
gift expects to be able to serve 
84% of the urban and about 
66%,% of the rural population. 

Spokesmen for the service em- 
phasize that Telegift is not a 
charge account service but a credit 
accommodation service. Western 
Union will bill the customer for 
Telegift, and the telegraph compa- 
ny will render a detailed monthly 
accounting to Telegift. The service 
has no connection with and is en- 
tirely separate from Operator 25 
service, also serviced by WU, and 
it also is different from florists’ 
telegraph service, AA was told. 

Western Union in 1950 claims to 
have handled 15,000,000 anniver- 
sary and holiday greeting tele- 
grams, and it is expected that gift 
telegrams which will be developed 
by Telegift will materially add to 
this total. 


Hunt Foods Signs TV Stations 


Hunt Foods Inc., Los Angeles, 
has announced that it has ordered 
every TV city in the country for 
its participation in the Kate Smith 
show. By Feb. 12, Hunt will be in 
59 of the 63 television areas, and 
negotiations are now on to cover 
the remaining four areas. Young 
& Rubicam, Hollywood, is the Hunt 
agency. 
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Auto, Appliance Makers Plan 
Fight on End-Use Restrictions 
WASHINGTON, Feb. 8—Appli- 
ances, TV sets and autos are still 
pouring off the lines 
Production rates are barely below 
the 1950 peak. And it looks good 
through March 
Household appliance 
turers meeting with National Pro- 
duction Authority say they stretch 
their and copper with 


assembly 


manufac- 


steel sub- 


By STANLEY E. COHEN, Washi 


Editor 


stitute materials. The auto manu- 
facturers have merely had to 
eliminate the whipped cream. 
First-quarter 1951 auto output will 


show up better than in the first 
quarter of 1950 (when Chrysler 
was shut down) 

The lines are drawn for the 


fight over consumer goods produc- 
tion after midyear. Appliance and 
auto people are taking the position 
that there should not be end-use 


restrictions which tell them what 
to make. They prefer to take their 
chances in the free market 

At the moment, the skirmishing 
is concentrated on a_ proposed 
order limiting the amount of steel 
available to the automobile indus- 
try. Car makers and steel people 
are fighting the idea. NPA is said 
to be embarrassed over the in- 
genuity of the auto people. It feels 
too much of the non-defense steel 
supply eventually ends up in auto- 
mobiles. 

Auto industry people insist their 


second-quarter 1951 output will 
fall at least 35% below 1950. 
- e e 


First storm signals for a genuine 
paper shortage were hoisted Mon- 
day when western pulpwood pro- 
ducers notified National Produc- 
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tion Authority that supplies of 
logs for woodpulp are below re- 
quirements. 

Without Canadian help, indus- 
try people fear a shortage of wood- 
pulp by fall. But there are no 
limitations on magazine or book 
paper in the works now. Don 
Shook, formerly of National Assn. 
of Magazine Publishers, is at the 
helm as acting chief of NPA’s 
printing and publishing division. 
In about six weeks, a permanent 
chief will be appointed. It is ex- 
pected to be Arthur Treanor, 
returned Booth Newspapers execu- 
tive, who was chief of printing 
and publishing for WPB in 1944. 

. na e 

Federal Communications Com- 
mission has quietly extinguished 
one of the timebombs it was hold- 


MORE NATIONAL PUSH. The Washington Star carries more 
national food advertising than any other Washington 


paper. 


The lineage leadership is logical... 


MORE LOCAL PuLL. The Star carries more retail food store 
advertising than any other Washington paper—more 


where-to-buy-it lineage. 


No Matter How You Look at it... 
No. 1 in the Nation’s Capital 


The Washington Star 


Evening and Sunday Morning Editions 


THE EVENING STAR 


BROADCASTING 


COMPANY 


OWNS AND 


Represented nationally by 
Ave... NYC 17; 
Chicago 11 


The John E 
Member : 


Lexington 


Tower, 


O'Mara and Ormsbee 
Lutz Co., 
Bureau 


. Inc., 420 
Tribune 
of Advertising, 


ANPA Metropolitan Group, Audit Bureau of Circulation. 


OPERATES STATIONS WMAL 


WMAL-FM 


AND WMAL.TV 


ing over the TV industry. The 
dud: A rule requiring TV outlets 
in one-, two- and three-station 
communities to carry programs of 
more than one TV net. 

When it was proposed last Octo- 
ber, the rule looked like an effec- 
tive way of helping DuMont and 
ABC through the period when it 
is hard for them to find program 
outlets. FCC reconsidered, how- 
ever, when industry lawyers asked 
why the survival of DuMont or 
ABC should be any of the govern- 
ment’s business. 

FCC hopes that new cable 
sharing arrangements, now being 
discussed by nets and AT&T, will 
give smaller nets a better break. 

* a e 

One of these days, you will be 
reading about a sulphur shortage. 
|It’s bread and butter to many 
|} media men, because sulphur goes 
| into paper-making. When the sul- 
phur epic breaks, the finger of 
accusation will point at foreign aid. 
Large quantities of U. S. sulphur 
allegedly go into fertilizer shipped 
abroad. At the same time, benefi- 
ciary nations reportedly are shut- 
ting down their own fertilizer 
plants. 


7 e oe 

NPA controls are beginning to 
hurt the specialty and display 
fields. For example, advertising 
novelties are mentioned in orders 
limiting the use of copper and tin. 
And the aluminum orders elimi- 
nate many small items popular 
with advertising novelty people. 

There's a dark cloud forming for 
display men, too. Plywood is on 
the critical list. It will soon be 
under some form of NPA control. 

- ° * 

The materials outlook for sec- 
ond-quarter 1951 is, of course, 
grim. Steel may go under end-use 
control. Copper and aluminum al- 
lowances may be cut another 10%. 

There is encouraging news about 
engravings. Stockpiling needs for 
zine are being reviewed, and there 
is a good chance that present zinc 
rules—80% of early 1950—will 
hold. 

e * e 

Some fellows can always see the 
bright side of things. The proposed 
20% tax on automobiles and 25% 
tax on appliances was under dis- 
cussion at the round table of 
the Press Club Tuesday. The per- 
ennial optimist broke in: 

“They can't raise $2 billion from 
a tax on autos and appliances un- 
less there are autos and appli- 
ances,” said our man. “I guess the 
tax kinda gives the government 
a stake in the industry.” 

Incidentally: These are manu- 
facturer’s excise taxes; they are 
based on the manufacturer's price, 
not the retail price. Treasury Sec- 
retary John Snyder estimates the 
25% tax would apply against about 
60% of the retail price of appli- 
ances and TV sets. 


Victor Advances Three 


| Carl Buehler III, vice-president 
of Victor Adding Machine Co., Chi- 
| cago, has been named executive 
| vice-president of the company and 
a member of the board of directors. 
| A. C. Buehler Jr., secretary of Vic- 
jtor, has been appointed a vice- 
president. Both are sons of the 
president, A. C. Buehler. A. F. 
Bakewell, general sales manager, 
has been named vice-president in 
charge of sales. 


UN Appoints Mathewson 
Richard D. Mathewson, formerly 

assistant to the publisher of the 

Reporter, has been named to the 


publications board of the United 
Nations, New York, as chief of 


sales and circulation. Mr. Mathew- 
son also had been general mana- 
ger of the international edition of 
Newsweek. 


Circulation Board to Meet 

The annual meeting of the Can- 
adian Circulation Audit Board will 
be held on Feb. 16 at the Royal 
York Hotel, Toronto, it was an- 
nounced by the Assn. of Canadian 
Advertisers. 
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Along the Media Path 


e An elaborate, 64-page brochure 
has been published by the Balti- 
more Sun covering the newspaper's 
1l14-year history and describing 
in detail the Sunpapers’ new pub- 
lishing plant. 


@ To get an indication of the num- 
ber of television homes tuned to 
its WKY-TV show, “Motion Pic- 
ture Classics,” Griesedieck West- 
ern Brewery Co., St. Louis, offered 
to send TV viewers Stag beer bot- 
tle lighters. The announcement 
was made once, at 12:10 p.m. on 
a Saturday night, over the Okia- 
homa City station. In ten days, | 
more than 3,000 requests had been 
received from Oklahoma, Kansas | 
and Texas 


e “Trilogy of Industrial Advertis- | 
ing” is the title of a new, 28-page | 
booklet issued by Putman Pub-| 
lishing Co., Chicago. The trilogy | 
contains discussions of the pur-| 
pose, technique and measurement | 
of industrial advertising by Ber-}| 
nard Dolan, sales manager of Peter | 
A. Frasse & Co. and 1949-1950 
president of the National Industrial | 
Advertisers Assn.; Robert D.! 
Towne, partner, W. L. & R. D 
Towne Advertising and 1950-1951 
president of NIAA, and Anthony | 
Neher, sales promotion manager, 
Century Electric Co. Copies are 
available from Putman. 


@ The March convention issue of 
Quick Frozen Foods will be the 
largest in the publication’s history, 
with 320 pages, including 190 pages 
of advertising ‘1 


@ Detroit's Polish Daily News was 


nominated the “best all around 
foreign language daily in the 
U.S.” by Linguaphone Institute 


Other winners of the institute’s an- 
nul foreign newspaper awards in- 
cluded the Italian Il Progresso, 
New York; Jewish Daily Forward, 
New York; the Finnish Raivaaja, 
Fitchburg, Mass.; the Spanish La 
Gaceta, Tampa; the Slovenian 
Prosveta and the Lithuanian Drau- 
gas, of Chicago. 


@ Reader's Digest’s Mexican edi- 
tion has increased its advertising 
from 60'2 pages last August (when 
the Spanish edition was split into 


four separate editions) to 104% 
pages in December. 


e Advertising linage in the Feb- 
ruary issue of American Girl was 
up 61.8% above linage in the 
same month last year. Total linage 
in 1950 was up 22.7% above the 
1949 total. 


e “Eight selected promotion case 
histories that show how planned 
research and sharpened selling 
tools have helped ring up advertis- 
ing sales on newspaper cash reg- 
isters” have been included in a 
new booklet published by the Na- 
tional Newspaper Promotion Assn 
The material was presented at 
the Newspaper Advertising Execu- 
tives Assn. meeting in Chicago last 
month by Otto Silha, promotion 
director, Minneapolis Star and) 
Tribune, and E. H. Burgeson, re- | 
search and promotion manager, | 
Madison Newspapers Inc 


@ The Times, San Mateo, Cal., has 
installed a new Goss Universal | 
press—the first stage in the news-| 
paper’s expansion program, which 
eventually will include new stere- 


| otype equipment and an automatic 


conveyor system to mail and de-| 
livery rooms. 


e Ad linage in the February Town | 
& Country is up 89.2% over the 
February issue last year. 


@ The Peoria Journal Star has! 
compiled a list of facts and fig-| 
ures from the Bureau of the Cen- | 
sus in a 20-page booklet. The data 
includes a list of all cities with a 
population of more than 15,000 
(1940 and 1950); metropolitan 
areas, ranked by population, and 
other information. 


Wilbur Names Richmond 
Trude Richmond, formerly of 
American Broadcasting Co., has 
been appointed vice-president in 
charge of creative planning for 
radio and television for William 
Wilbur Advertising, New York. 


Joins Marschalk & Pratt 

Robert Kirschbaum, 
writer and director, has joined the 
radio-TV department of Marschalk 
& Pratt, New York, in a creative 


capacity. | 


No other medium 


matches Outdoor | 


eh. Res ee 
ERS A PO 


BREVITY. Kentucky Tavern demon- 
strates one of the most important 
principles of modern advertising. 

“Keep your copy short and it 
will be read.” And because Out- 
door Advertising is also colorful 
and dramatic, people remember 


what they read. That's why these 


ee 
Pea. 


potent GOA Salesmen are so suc- 
cessful for so many advertisers! 
General Outdoor Advertising Co., 
, Chicago 7, UL. 


515 S. Loomis St. 


*®Covers 1400 o 
leading cities 
and towns 
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Robert F. Buggein 
in association with Dan E. Provost 


present 


ESKY 
WE REMEMBER MAMA 


A New American Production 
nh 


ADVERTISERS READERS CUSTOMERS RETAILERS MOTHERS 


Predecnon Grected One seperssed By 
The beter e! Depertment 
Seonery @hhag ond cortume: by Me Ar Depotment 
Adapred te hs sage by the Adverts.ng Deparment 
Inc deawte: bo Ngrevnd mers arranged by the Promenes Deparment 


ot gp qurd 


*In its May Mother's Day issue, Esquire 
offers alert advertuers Selling Room Only 


tor best available lacarons. Box office closes 
for black & white on February 2! 


PAYBILL’—This is the first page of the program for “We Remember Moma,” pre- 
senting Esky in “a new American production with odvertisers, readers, customers, 
retailers, mothers.” Paybill, an Esquire Mother's Day promotion piece, is a cleverly 
contrived imitation of The Playbill, to which Esquire extends thanks for its coopero- 
tion and suggests theater tickets, among other gifts, as a Mother's Day remembrance. 


‘Star Theater’ Rates First 


“Texaco Star Theater” topped 
the Tele-Que ratings for San Fran- 
cisco in January, according to the 
survey based on viewing records 
of 726 TV viewers located through- 
out the Bay Area during the week 
of Jan. 2-8. “Life with Linkletter,” 
“Startime Theater” and “You Bet 
Your Life” followed in that order 
“Hopalong Cassidy” led the list 
of daytime shows, with “Home 
Theater” and “Super Circus” plac- 
ing second and third 


Fairchild to Use New Name 

Scan-a-graver, the new regis- 
tered name for the Fairchild pho- 
to-electric engraver, will hence- 
forth be used in all advertising and 
printed matter issued by the Fair- 
child Camera & Instrument Corp., 
Jamaica, N. Y. The first Scan-a- 
graver was installed two years 
ago. 


__ BINDERY CO. Inc. 
CHICAGO 16 


free-lance | 


it takes thorough training 


fo make a photoengraving 


of better future craftsmen. 


of our members. 


duce a majority of the engravings made 


in Chicago. 


a 


engraving standards in Chicago shall be 
maintained at the highest level, we have 
set up an Apprentice Committee which 


works towards the selection and training 


Now, and in the future, you will find 


the best engraving craftsmen in the shops 


This is an important reason why we pro- 


BOARD OF TRADE BUILDING + CHICAGO 


When you buy fine engravings, the greater 
part of what you buy is the training, ex- 
perience, and skill of a master engraver ; 
and the result is determined by policy. 
Apprentices to the engraving craft must 
be carefully selected for aptitude and / 


thoroughly trained. To assure that photo- 
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NPA Sets Aside 
Paper Reserve 
for Government 


(Continued from Page 1) 

Le commerce committee heard that 
newsprint supplies are tight and 
getting tighter 


a @ Cranston Williams, general 
manager of the American News- 
paper Publishers Assn., said the 

. publisher who has as much news- 
print in 1951 as in 1950 “will be 
fortunate.” 

Charles E. Moreau, publisher of 
five New Jersey weeklies, said 
that a gray market in newsprint 
is developing. He suggested that 
the government issue an order to 
prevent paper mills from diverting 
supplies from their regular cus- 
tomers. 
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| Zally, 


| Gabriel J. Ticoulat, who arrived 
| here three weeks ago to direct 
| NPA’s pulp and paper division, 
| warned the committee that a short- 
| age of sulphur threatens to cut 


‘Save Waste Paper’ Cry is Raised Again: 
Midwest Group Sets Up Phone Exchanges 


(Continued from Page 1) 


newsprint production as much as| to “Save—to Sell or Give” waste 


20%. 

Mr. Ticoulat said manpower | 
shortages, transportation difficul- | 
| ties, and increased European ship- | 
ments may all cut into the amount 
of newsprint reaching the U. s.| 
from Canada during 1951. } 


e The interstate commerce com- 
mittee is expected to recommend | 
reestablishment of a watchdog 
committee for newsprint. A reso- 
lution authorizing a continuing 
newsprint investigation was intro- 
duced Monday by Rep. Lindley 
Beckworth (D., Tex.), a veteran 
of the World War II newsprint in- 
vestigations. 

Mr. Williams, the ANPA spokes- 
man, reported that U. S. newsprint 
consumption in 1950 was 5,936,000 
tons—31,700 tons in excess of sup- 
ply from all sources. He said 
several mills have advised custom- 
ers of cuts in 1951 shipments. 

Mr. Williams said there are a 
number of projects for new mills, 
but that only one is actually under 
construction. This mill, at Duncan 
Bay, British Columbia, is expected 
to supply 75,000 tons a year start- 
ing in 1953. 


s The NPA witness said steps are 


already under way to meet the 
sulphur shortage. He said NP* 
hopes to avoid controls over the | 
use of newsprint “unless some- | 
thing goes wrong.” 

In the event “steps are necessary | 
to assure equitable distribution of | 
paper,” newsprint consumers 
would be consulted, he promised. 

During World War II, news- 
print was never controlled in the 
sense that its end-use was regu- 
lated. However, to assure “equit- 
able” distribution, newsprint users | 
were assigned quotas generally | 
based on a percentage of prewar 
usage. At the most stringent point, 
newsprint rations were 75% of 
prewar, but allowances were made 
in “hardship” cases. 

The set-aside order on paper 
issued by NPA today is patterned 
after War Production Board's 
paper allocation order M-241. Dur- 
| ing World War II, the set-asides 
for government use ranged up- 
ward of 20%. 


|@ The new order requires U. S. 
mills to hold 5% of their news- 
{print and 10% of other printing 
papers for defense orders, or for 
orders from other government 
agencies listed as essential. 

| Officially, the purpose of the 
order is to assure an “equitable” | 
| distribution of rated orders among 
;the paper mills. In addition, it 
|relieves the government of the) 
| burden of shopping around for a 
source for paper. 

The impact of the order on the 
publishing industry will be largely 
on magazines and business papers | 
who get the great bulk of their pa- 
| per from domestic mills; only 17% 
|} of newsprint used in the U. S. 
| comes from domestic mills. 

NPA officials say they will be 
on guard against serious damage 
lto U. S. newsprint consumers. 
| They say government newsprint 
purchases—largely for the “Con- 
| gressional Record” and other offi- | 
| ci journals—actually run well 
permissive 5%. 


New Adclub Elects Officers 

Regency, which began about two 
| years ago in Chicago as a social 
| gathering of the younger men in 
| the advertising business, has been 
organized and has elected the 
following officers: President, John 
| Holmes, Movie Advertising Bu- 
| reau; vice-president, Don Keller, 
!Cresmer & Woodward; secretary, 
W. P. McWilliams, O’Neil, Larson 
& McMahon, and treasurer, Joe 
O’Mara & Ormsbee. 


| ago, the 


paper. 

Special publicity programs have 
been launched in the same five 
TV cities, plus Cincinnati and In- 
| dianapolis, to augment the tele- 
phone exchange advertising. 


@ The emergency drive has stimu- 


| lated the flow of waste paper, ac- 


cording to a statistical study of 
calls received. The study was made 
by Westheimer & Block, local ad- 
vertising and public relations 
agency that 
paper campaign. Frank Block, 
partner in the agency, is in charge | 
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This emergency campaign is 
combined with the year-round 
Midwest Consumers’ public rela- 
tions campaign in which Westhei- 
mer & Block field men contact 328 
waste paper dealers in 218 mid- 


| western cities. 


handles the waste | 


of the drive. He was director of the | 


conservation committee of Waste 
Paper Consuming Industries dur- 
ing World War II. 

During the first two days of the 
telephone exchange operation calls 
were comparatively heavy, the 
study showed, with more than 700 


WASTE PAPER CAMPAIGN 


(Covet Resenmem OOF wEETmEneR « more) 


! 
| 
| 

Li | 


Paperwerd a= a=" 
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persons offering to give or sell 
waste paper they had been saving. 

The number of calls dropped off 
after the first week, but started to 
increase after New Year's Day, 
with each week's total exceeding 
that of the previous week. In the 
sixth week, Jan. 21-27, 1,505 calls 
were received from householders 
wanting to sell paper, 142 from 
those wanting to give it away, and 
1,584 information calls—a total of 
3,231 calls. 


e “The most encouraging factor,” 
Mr. Block said, “is the steady 
growth of information calls. These 
are the calis that will shortly be 
‘sell’ and ‘give’ calls.” 

Many of the waste paper dealers 
in the 22 telephone cities have re- 
ported an increase in the number 
of people bringing paper into their 
plants, the agency said, adding 
that this is an indirect result of 
the newspaper and TV spot cam- 
paign. 

Despite the fact that waste pa- 


per receipts for the first four 
weeks of 1951 were 28% above the 
same period in 1950, unfilled 


orders for finished paper products 
are almost twice as great as a year 
agency said. 

To help meet this increased 
need, Midwest Consumers has dis- 
tributed a special advertising and 
promotion kit for use by organiza- 
tions conducting waste paper col- 
lections. 


es Included in the kit are samples 
of such advertising and promotion 
materials as doorknob hangers, 
store window cards, postage meter 
advertising slugs, suggested news- 
paper ads and window displays, 


envelope inserts, press releases, 
radio announcements and _ inter- 
views. 


Other mailings of promotional 
and advertising materials to en- 
courage salvage of waste paper 
have been made to trade associa- 
tions and civic and youth organi- 
zations. 


e In Washington, the National 
Production Authority has not yet | 
made provisions for organizing a 
nationwide waste paper drive, as) 
was done by the War Production | 
Board during World War II. In| 
| several key cities checked by AA, 
no official organizations have been | 
set up for waste paper collection, | 

although Boy Scout troops have | 
been actively collecting in many 

areas. 


NATIONAL WASTE PAPER 
COLLECTIONS GROWING 

New York, Feb. 8—With waste 
paper use and prices at the highest 
level on record, local communities | 
in all parts of the East are de- 
veloping a set and _ profitable | 
routine of waste paper collections, 
Colley S. Baker, director of the} 
eastern conservation committee of | 
the Waste Paper Consumers In- | 
dustries, told AA today. 

Collections of waste paper) 
throughout the country in Janu-| 
ary, Mr. Baker said, broke records 
with an estimated total of 800,000 
tons. About half of this amount} 
was collected in the East, entirely 
by local community organizations | 
such as the American Legion, Boy 
Scouts, churches, schools, hospi- 
tals, fire companies and local char- 
itable groups. 


e Collections in the East during 
the first five weeks of this year 
were up 30% over the comparable 
period of 1950, he said. But con- 
sumption by eastern mills of waste 
paper increased 32% in the same 
period of this year over the like 
period of °50. 

All eastern waste paper consum- 
ing mills, Mr. Baker said, are run- 
ning over their rated capacity. For 
the week ending Feb. 3, eastern 
mills produced 240,200 tons of pa- 
per and received new orders for 
345,000 tons. Their backlog of un- 
filled orders as of that date totaled 
761,828 tons. 

A new factor in the current sit- 


|uation, according to Mr. Baker, 


who handled all salvage operations 
in Pennsylvania during the war 
for the War Production Board, is 
that many mills that didn’t use 
waste paper until pulp supplies be- 
gan to get tight are now in the 
market competing with mills that 
depend on waste paper entirely 
for production. 


e Of course, many of the mills use 
| only kraft and high-grade cuttings, 
but prices have been continually 
forced up. High-grade envelope 
cuttings are now being quoted at 
$200 a ton. 

Virtually all waste paper col- 
| lection now being done is on the 
community level, he said. In Scars- 
dale, N. Y., for example, the 
American Legion and Boy Scouts 
have joined up and made monthly 
collections. During the hurricane 
of Nov. 25 last year, Hastings, N. 
Y., with a population of about 7,- 
000, collected 25 tons of waste pa- 
per despite the storm, and real- 
ized a net of $500. The municipal- 
ity of Manchester, Conn., with a 
population of about 25,000, collects 
waste paper separately from other 


| rubbish collections every Monday, 


and sells it to the local mills. The 
mills send a check weekly to the 
local hospital, which is the bene- 
ficiary in this instance. 


@ The advantage of community 
collections, Mr. Baker said, is 
an incentive to do the job. Nation- 
al collections at this stage of the 
situation, he said, would not be 
economical for the most part, be- 
cause of present high freight rates. 
Since the war, the increase in 
freight rates, averaging about 50%, 
militate against long freight hauls. 

In Atlanta, the local schools 
make the collections, the young- 
sters taking waste paper to their 
own schools. Collections are then 
made by local waste dealers. All 
of the collections are made through 
local waste dealers who buy the 
paper and resell it to mills. In a 
few instances the mills themselves 
cooperate with local organizations 
in making collections, but these are 
relatively few, Mr. Baker said. 

The eastern conservation com- 
mittee works closely with local or- 
ganizations and with trade associa- 
tions. The latter cooperate on the 
local level in fostering salvage of 
paper in stores and_ industrial 
plants. 


HANDLES MOST KINDS of printed 


matter in sizes (folded) from 
on to 6x13” (larger sizes 
®* quoted on inquiry). 


ye Se 


“SCOTCH” 


“We seal 7,200 mailing pieces 
=, an hour with this one machine” 


Says BILL SAGE, Gen. Mgr., 
Commercial Bindery, Inc., Detroit, Mich. 


4,750 ELABORATE MAILING 
PIECES an hour . . . up to 7,200 an 
hour on simpler pieces! That's the 
kind of performance you'll enjoy with 
this new “SCOTCH” Brand Auto- 
matic Mailing Piece Sealer. It applies 
a neat one-inch strip of colored or 
transparent tape that seals as well as 
holds reply cards or inserts in place. 
Each piece is fed in, sealed and 
counted automatically. 


WANT A FREE DEMONSTATION? 
Write today to Dept. A.A.2, Minnesota 


Mining & Mfg. Co., St. Paul 6, Minn. 
No obligation, of course. 


is the registered trademark of M. M. & M. Co. 
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Magazines Use 
Planes, Trucks 
to Beat Strike 


Cuicaco, Feb. 9—Magazine and 
business paper publishers breathed 
a deep sigh of relief this morning 
as the government lified its na- 
tionwide embargoes on second 
class and other mail. 


Although subscription copies of | 
periodicals are sure to continue be- | 


ing late in most cases because of 
the flood of mail held behind the 
Post Office embargo dikes, even 
this situation seemed like heaven 
compared to that which governed 
during the preceding seven days. 
Exercising remarkable ingenu- 
ity—and at considerable expense— 
publishers whose issues were 
caught in the rail tie-up used air 
freight, private trucking ship- 
ments, buses and a variety of ex- 
perimental devices to get copies 
to their readers, usually with mod- 
est, but not complete success. In 
most instances, delays were mod- 
est, and successful efforts were 


Trainmen’s Account 
Resigned by Zehle 


New York, Feb. 9—William 
von Zehle & Co. has resigned the 
Brotherhood of Railroad Trainmen 
account, a move the agency said is 
“in keeping with public spirit op- 
posed to the strike of the train- 
men.” 

William von Zehle, agency pres- 
ident, in a letter to W. P. Kennedy, 
president cf the brotherhood, 
which has headquarters in Cleve- 
land, said: 

“We have long been sympathetic 
to the brotherhood’s aims and its 
actions toward accomplishing those 
goals. Its present actions we con- 
sider against the public interest.” 

Mr. von Zehle’s agency got the 
account in 1948 when the brother- 
hood spent $200,000 for advertis- 


ing. In 1950 the budget was “over | 


$50,000.” 


made to serve the newsstands and 
subscribers in major cities. In 
many cases, however, minor por- 
tions of publications’ circulation 


were inevitably delayed, and nor-| 


mal delivery dates are not likely 
to be fully met for a week or so, 
until the backlog of freight and 
mail which has piled up can be dis- 
posed of. 


es As good an example of any of 
the difficulties involved is the saga 
of ADVERTISING AGE, trying to dis- 
tribute its copies of Feb. 5, which, 
on schedule, would have gone into 
the post office in Chicago on Sat- 
urday, Feb. 3. 

The post office would accept 


only copies for local delivery with- 
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Helena Rubinstein creates © 


STAY-LONG 
the most amazing indelible 
lipsnck ever made! 


New AM AR PROC HOMME LA 
FOS ON TRL VOH ae E Fr 


Last Minute News Flashes 


Continuity Discounts for ‘McCall's’ and ‘Redbook’ 


New York, Feb. 9—McCall Corp. today announced adoption of a 
continuity discount on Redbook and McCall's. In announcing a McCall's 
10% rate increase to take effect with the September issue, along with 
a circulation guarantee boost from 3,750,000 to 3,900,000 (current cir- 
culation is more than 4,000,000), William B. Carr, vice-president and 
ad director, announced the addition of a continuity discount in addition 
to volume discount, which would bring the cost of a page to an ad- 
vertiser using 12 consecutive issues to $11,060 compared with $11,400 
at the open rate or to $10,885 for an advertiser using 24 pages in 12 con- 


| secutive issues. Phillips Wyman, publisher of Redbook, wired adver- 


r | 


| 


e99e%a28 


Helens Rubwmecs Nabon, 406.N Michagan (we, Ohseage, fit 
INDELIBLE—Helena Rubinstein Inc., New 
York, used this large block-and-red ad in 
more than 60 cities to introduce Stay-Long 
indelible lipstick Feb. 4 and 11. Smaller 
ads will run in every major market almost 
weekly for four or five months. Hewitt, 
Ogilvy, Benson & Mather is the agency. 


As the situation began to clear 
toward the end of the week, the 
Post Office Department in Wash- 
ington lifted its embargo on “ex- 
peditious handling” and on addi- 
tional entries for second class mat- 
ter, but a “Chinese wall” still ex- 
isted down the center of the US., 
with no shipments from the East 
permitted to cross the Mississippi 
westward, and no western ship- 
ments permitted to go eastward 
across the river. 

In an attempt to solve this dil- 
emma and get its remaining copies 
delivered, AA secured postal per- 
mission to ship its remaining west- 
ern copies by air to the post 
ofiice at Omaha, Neb., and its re- 
maining eastern copies to one post 
office at Pittsburgh. 


@ The process was complicated be- 
yond reasonable description by the 
inability to discover exactly what 
could or what could not be done; 
the congested air and highway 
conditions, and the horrible 
weather. Most of the copies got 
through, although a minor fraction 
are still unaccounted for as AA 
goes to press. 

On a considerably larger scale— 
and with the horrible details sim- 
ilarly enlarged—this is the same 
sort of thing which most of the 
general magazines and many other 
business papers went through. 

In a handful of instances, the re- 
sults of the rail tie-up may carry 
on for several weeks, principally | 
| because of delays in the delivery 
of paper which is sorely needed for 
future issues. One large consumer 
magazine, for example, is reported 


tisers that, starting with the January, 1951, issue and on all subsequent | 
issues, Redbook will grant a 5% discount to all advertisers using 12) 
consecutive issues. 


‘Herald Tribune’ in Europe to Carry ‘Voice’ Ads 

New York, Feb. 9—The Herald Tribune European edition is plan- 
ning to carry daily full-page ads, paid for by American business, labor 
and intellectual leaders, to disseminate Voice of America programs) 
abroad. Selected advertisers will contract for 52 once-a-week insertions 
Daily copy, which will run over the sponsorship of 20 organizations, 
will carry excerpts of the Voice program being broadcast that day. | 
Michael Smiley, of the European edition, New York office, is in charge | 
of the project. 


West Named Head of Lehn & Fink Drug Unit 


New York, Feb. 9—Eugene N. West, formerly general sales manager | 
of the drug division of Lehn & Fink Products Corp., has been appointed 
head of the division. 


Libbey Glass Schedules Ads in 8 Magazines 


New York, Feb. 9—Owens-lIllinois Glass Co., Toledo, will break its 
spring promotion for Libbey Glass hostess sets with a page in the) 
March issues of House Beautiful, Ladies’ Home Journal and Life, March 
11. A continuation of last year’s glass and stemware promotion, the 
rest of the schedule includes full and half pages, color and b&w, ir 
Better Homes & Gardens, Bride’s Magazine, Guide for the Bride, House 
& Garden and Modern Bride. J. Walter Thompson Co. is the agency 


s 


Popai Breaks Down Use of Point of Purchase 

New York, Feb. 9—A survey by Point of Purchase Advertising In- 
stitute discloses percentage of total advertising spent for point of pur- 
chase by several hundred leading advertisers to be 40% to 55% for 
soft drinks; food specialties, 26% to 45%; cosmetics, 30% to 50%; 
liquor, 20% to 40%; beer, 25% to 30%; drugs, 15% to 25%; food staples, 
10% to 20%; meat, 10% to 16%. More than $500,000,000 was spent on 
point of purchase displays in 1950, according to John M. Palmer 
chairman of the institute, who forecast today “continued high use of 
point of purchase advertising during the present emergency.” 


Clinton Foods Names Moone Executive V. P. 


CuiinToN, Ia., Feb. 9—J. I. Moone has been named executive vice- 
president of Clinton Foods Inc. He will continue as president of Snow 
Crop Marketers, a Clinton division, and in addition will be responsible 
for corporate sales. Joseph Waters, formerly assistant to the president 
of Clinton, has been appointed vice-president in charge of corporate | 
advertising and merchandising. 


Mack Running Institutional Ads in 157 Newspapers 

New York, Feb. 9—Mack Mfg. Corp. is using a 1,000-line institutional] 
ad in 157 daily and weekly newspapers to tell the public that “America’s 
trucks and buses come through in the present transportation emer- 
gency.” The newspapers include those in each of the 48 state capitals 
All papers will carry the copy, prepared by Erwin, Wasey & Co., be- 
tween today and Feb. 16. 


Perma Starch to Henri, Hurst; Other Late News 
e Perma Starch Co., Illiopolis, Ill., has appointed Henri, Hurst & Mc- 


Donald, Chicago, to handle its advertising. Supermarket-directed pub- 
lications and loca] newspapers, radio and TV will be used. 


| likely to be delayed with its next | 
issue because it does not have a) 
large enough supply of paper 

| stock on hand to complete its run. 


PEORIA NEWSPAPERS 
‘FORCED TO OMIT ADS 
Peoria, ILL., Feb. 7—For the first 


in the city limits, and these were | time in the history of Peoria news- 
handled normally. New York City | papers, dating back to 1855, the 
copies were air expressed to New | local papers appeared today with- | 
York and delivered promptly to|out any advertising except for) 
city subscribers through the post | death notices. The reason was the 
office there. In addition, copies for | Shortage of newsprint due to the 
subscribers within the corporate | rail strike. 

limits of Los Angeles, San Francis- Both the Peoria Star and the 
co, Philadelphia, Cleveland, Cin-| Peoria Journal, under joint man- 
cinnati, St. Louis, Minneapolis- | agement of Peoria Newspapers} 
St. Paul, Boston, Pittsburgh, Mil-| Inc., carried front-page boxes in| 


waukee, Detroit and other major 
cities were sent by air freight to 
the post offices in those cities, for 
mailing at the transient second 
class rate—which meant, in the 
instance, that in addition to the 
cost of air shipments, each copy 


their eight-page editions explain- 
ing that only enough paper was 
available for eight-page editions 
“for a few days,” and that when 
newsprint is again received adver- 
tising will be reinstated. 

Earl H. Maloney, advertising di- 


had to have a 5¢ stamp affixed to, rector, told ADVERTISING AGE that 


it. the Sunday edition will probably 
go to 16 pages, but the “no ad- 
a Home subscription copies in vertising” policy will prevail on 


some 15 Chicago suburbs were de- 
livered by the printer to each of 
the local post offices, again with 
5¢ stamps affixed. 


that day also. 


American Newspaper Publishers 
Assn. reports, canceled all ad- 


The Canton Repository, the | 


e@ Ralph R. Hotchkiss, on the Gillette Safety Razor account for Maxon 
Inc., Detroit, has been elected a vice-president of the agency. 


@ Hudson Motor Car Co. (via Brooke, Smith, French & Dorrance) will 
sponsor “Celebrity Party,” a new program featuring sports personalities 
and models, starting Feb. 18 at 10:30 p.m., EST, over WNBT, New 
York. The show is expected to be extended to other markets later. 


e@ General Motors Corp. has named Campbell-Ewald Co., Detroit, to 
handle its Aeroproducts division. Kircher, Helton & Collett is the 
previous agency. 


e@ William Esty Co., New York, will be the agency for the new Colgate- 
Palmolive-Peet Co. TV show (probably for Fab) starring Susan Peters 


| and scheduled to start on NBC in March. Esty, meanwhile, is lining 


up more stations for the Cavalier-sponsored segments of Garry Moore 
on CBS-TV. 


e Air King Products Co., New York, has appointed Bennett, Walther 
& Menadier as its agency, effective April 1. Joseph Katz Co. formerly 
handled the account. 


vertising except some classified 
and legal ads, effective Feb. 6, be- 
cause the railroad strike has pre- 
vented receipt of six cars of news- 
print in transit. | 


CocaCola Plant Lost Only 
$70,000, Not $70,000,000 


In last week's ADVERTISING AGE 
it was reported that Coca-Cola's 
Pittsburgh bottling plant “report- 
edly lost more than $70,000,000 
| during the first 11 months of 1949.” | Information Bureau, were $70,- 
|It should have read “reportedly | 744,000—a sizable increase over 
lost $70,000,” but through a typo-' the 1949 figure of $63,403,583. 


graphical error three zeros were) 
added | 


CBS Net Drops Slightly 
Columbia Broadcasting System, 
New York, has reported a net in- 
come of $4,105,300 for the fiscal 
year ended December 30, 1950, 
compared with $4,184,100 for the 
corresponding period in 1949. The 
decline was due to increased taxes 
CBS's gross time charges for radio 
in 1950, according to Publishers 


It's Agencies’ Duty 
to Adhere to Code, 
Yambert Tells Club 


Los ANGELES, Feb. 8—Practices 
of advertising agencies which don't 
adhere to advertising codes set up 
by Southland agency groups are 
causing the public to be skeptical 
of all advertising, members of the 
Advertising Club of Los Angeles 
were told by Ralph Yambert, pres- 
ident of Yambert, Prochnow, Mc- 
Hugh & Macaulay Inc. 

Recent advertising surveys re- 
veal that four out of every ten 
persons think advertising in gen- 
eral is partly or wholly untruthful, 
he declared 

“If advertising is to carry out 
its function of increasing the flow 
of goods, it must be believed,” Mr 
Yambert said. 


e “A recent survey shows 41% of 
all people believe advertising to be 
untruthful, wholly or in part. To 
improve this condition is a chal- 
lenge to every person charged with 
the creation of advertising.” 

Too many advertisements today 
“while not entirely untrue, are 
certainly filled with half truths,” 


Mr. Yambert went on. “These ads 
are made up by a minority of 
agencies that don't fully under- 


stand or care about their respon- 
sibilities to the American public.” 

Readership surveys can't me@s- 
ure the basic ingredients of sound 
advertising, except in their ulfi- 
mate effect on the public, the 
speaker pointed out. “Dignity, de- 
cency and good taste are still cofM- 
modities in advertising that have 
precious values beyond anythifg 


that an advertising survey qn 
uncover,” he said 
Reviewing the efforts of béth 


California and national advertisifg 
groups to develop codes of adv@r- 
tising practices that will be f@- 
lowed by all agencies, Mr. Yambé€rt 
declared: 


e “An advertiser and his agengy, 
whether they like it or not, = 
charged with dreadful responsibil- 
ity—that of building confidence Jn 
our American way of living, not 
only abroad but right here in off 
own country. Advertising is a great 
American phenomenon of our time. 
The advertiser who avoids his 
responsibility in turning this for€ée 
to the public good is, at the vey 
least, un-American. He is short- 
changing himself, too, because the 
public’s belief in him and his 
products will inevitably vanish.” 


EDWARD H. CAVE 

New York, Feb. 9—Edward H. 
Cave, 73, who headed his own 
agency, Edward Cave Co., until his 
retirement in 1941, died at his 
Mount Vernon home Feb. 1. He 
dissolved the agency when he re- 
tired. 

Before establishing his own 
agency, Mr. Cave spent many years 
in the outdoor magazine field. He 
was a former editor of Field & 
Stream and Sports Afield, and at 
one time owned and published 
Outers Recreation His agency 
specialized in accounts related to 
the outdoor field 


EDMUND T. COX 

New York, Feb. 6—Edmund 
Thomas Cox, 73, vice-president of 
the international circulation divi- 
sion of Hearst Magazines Inc., died 
here Saturday. He had served with 
various Hearst publications since 
1920. 


CHARLES A. TOFF 

Worcester, Mass., Feb. 6— 
Charles A. Toff, 80, retired pub- 
lisher of the News, Concord, N. H., 
died here Monday. He also had 
served with the Telegraph, Nashua, 
N. H.; News, Gardner, Mass., and 
the Worcester Telegram. 
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ARF Study of ‘Cincinnati Enquirer's’ 
Sunday Issue Is Largest Ever Made 


55 National Color Ads 
Covered; Readership of 
Left, Right Pages Same 


New York, Feb. 9—Highlights of 
the Advertising Research Founda- 
tion's study of the 248-page issue 
of the Cincinnati Enquirer of Sun- 
day, Sept. 4, 1950, released today 
include the following: 

It is the biggest newspaper study 
published by ARF for the Con- 
tinuing Study of Newspaper Read- 
ing since the project began in 1939 

The newspaper totaled 424,912 
lines. Of these 277,136 were ad- 
vertising and 147,776 were news- 
editorial-feature content for a 
ratio of 65% advertising and 35% 
other content 

Comparison of the Sunday study 
figures with the ARF’s 138-study 


summary medians shows the sur- 
veyed issue of the Cincinnati En- 
quirer obtained higher readership 
in three of the seven editorial de- 
partments covered, namely, in 
sports news or pictures, financial 
news, and radio news or programs. 


es In four departments, men’s and 
women’s readership of advertising 
in the Sunday issue of the En- 
quirer was substantially higher 
than the average readership re-' 
ported for the 138 daily studies. 
These departments were display | 
(exclusive of classified), national, 
local and department store adver- 
tising 

The men's score for reading clas- 
sified advertising in the Enquirer 
also was higher than the average 
recorded for the 138 studies. 

Men showed no preference be- 
tween left- and right-hand pages, 
in run-of-publication pages, and 
there was little difference in wo- 
men’s readership of them. 

However, on color pages men’s 
readership showed 15 percentage 
points in favor of left-hand pages. 
Women's readership of left-hand) 
vs. right-hand pages in color 
showed very little difference. 
Men's greater readership of left- 
hand color pages may be attributed | 
in part to the appearance on right- 
hand color pages of several ad- 
vertisements for toilet requisites 
and food, which appeal primarily 
to women. 


SALESMEN 


want to sell 
_ your line! 


his is more than a headline .. . it’s 
fact! All over America thousands 
f ambitious men (and women, too) 
re seeking good lines to sell . . 
irect to thé consumer. They'll sell 
our product or service if you give 
em the chance, and they'll roll up 
@ national volume so fast, you'll 
@hink it’s a miracle. In months in- 
§tead of years your product can be 
advertised, demonstrated, and solc 
om coast to coast by a hard-hitting 
army of salespeople through the 
@irect-to-user method. Does thi: 
gound fantastic’ Then read the nex: 
paragraph. 


SELLING DIRECT 
The Short Cut to Big Volume 


Seven BILLION dollars worth of 
goods and services are sold every 
year by direct salespeople. $25,000,- 
000.00 of brushes by one manufac- 
turer. $45,000,000.00 of cosmetics 
by another. $12,000,000.00 of 
dresses by a third. $18,000,000.00 
of hosiery by one mill. Dozens of 
companies doing from $1,000,- 
000.00 to $10,000,000.00 annually 

. through salespeople who call 
door-to-door, office-to-office, store- 
to-store, factory-to-factory. Many of 
these companies have been in busi- 
ness 25 years and longer, making 
substantial profits year after year. 
That's the wonder of Direct Selling. 


FREE BOOK 
gives all facts! 


Agencies and advertisers should 
know more about this dynamic 
method of distribution. It's sound 
— it's economical — it's profitable. 
Perhaps Direct Selling is the answer 
to tough competition you (or your 
clients) are seeking. Mail your letter- sections; (3) the particular appeal 
head to OPPORTUNITY, the lead- of different sections; and (4) the 
ing magazine in this field for Free | advertisements themselves. 
Booklet which contains facts, fig- 

ures, and “how-to-do-it” informa- 
tion. No obligation. 


' 
e The difference between men’s} 
and women’s readership of front 
pages (the first page of each 
section) in the Sunday paper (it 
contained 14 separate sections—10 
standard b&w sections and four} 
color supplements) was so slight 
as to be negligible. But there was 
i difference of 14 percentage points | 
in the readership of all general 
news pages containing advertising, 
with the edge in this instance be-| 
ing held by women. | 

Sports pages, comics pages and | 
front pages ranked highest, in that | 
order, among men. Society and 
women's pages, comics pages and | 
front pages rated 1-2-3 among wo- 
men. 

The 32-page Pictorial Enquirer, | 
the newspaper's own rotogravure 
magazine, enjoyed the highest} 
over-all readership of any section 
of the entire paper. 


e Among men, next most popular | 
sections and pages, in order of | 
descending scores, were sports, | 
comics, local news and features, | 
and This Week Magazine. 

Among women, after the Pic-| 
torial Enquirer, the most popular 
sections and pages were the first} 
half of the women's section, com- 
ics, second half of the women’s 
section, and the first part of the 
main news section. 

Never before in an ARF newspa- 
per study have so many color ads 
been measured. The surveyed is- 
sue contained 59 color ads, of 
which 55 were national and four 
local. The report cautions against 
drawing conclusions based on com- | 
|paring color with b&w ads be- 
cause (1) differences may exist 
| between weekday and Sunday 
newspaper reading habits; (2) dif- 
ference in page size of various 


e Even after such factors are 
|}taken into consideration, the re- 


| rt says, there stil mains the 
re ] e PO RT U N iTyY ese He ny Poe a 7 ae _ 
MAGAZINE 


“a different breed of cats.” It also 
Dept. A53, 28 East Jackson Bivd., 


points out that there is a wide- 
spread belief that more creative 
Chicago 4, Illinois 


effort is put into the preparation of 
| color advertisements. 


The Eye and Ear Department 
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torial layouts in This Week also 


Corp.’s Harvester cigars is 


probably, within a generation, 
pacifists. 


pect; 
Lynch, the Plainclothesman. 


you're 
schizophrenia 


which the commercials are 
show 


fication as well 


“The Plainclothesman” over DuMont for Consolidated Cigar 
an 
slightly bewildering film variation of TV’s many mystery shows 
If drama, as Aristotle said, provides a catharsis for the soul, 
the number of killings that take place on radio and TV will 


taken over his brain. As a 
MYSTERY—In this scene from “The Plaine result, while he has ap- 
clothesman,”” DuMont TV Network show . parently put two and two 
for Harvester cigars, are Mary Best, a sus- together and has got an 


Jack Orrison, Sgt. Brady; and Ken 


"way ahead of him. This occasionally 
a situation in which the right hand doesn’t know 
what the left hand is doing, or why 

The Harvester commercial is worked right into the plot, and 
you can see yourself light up and puff. Fact of the matter is, 
this is one of the best parts of the program 
female and hate cigars) and is worked into the action with con- 
siderable skill—much better, for example, than the manner in 
handled 


Because of the technique, “The Plainclothesman” has a dis- 
tinct individuality to it. You remember it out of the vast meze 
of mystery shows you see in the course of just one week. This 
should build not only a loyal audience but high sponsor identi- 


interesting if occasionally 


turn us into a nation of rabid 


In “The Plainclothes- 
man,” you—the audience 
—become the investigator. 
The camera is his eyes— 
and, of course, yours. Un- 
til you accept this and get 
used to it, it’s just a little 
difficult to determine 
what gives—because the 
actors look right at you 
and talk and, like it or 
not, you answer. The an- 
swer doesn’t always make 
sense to you because, 
while you have presuma- 
bly taken over the investi- 
gator’s eves, you haven't 


idea of who the murderer 
is, you haven't—at least, 
not always. At other times, 
causes a slight 


(unless you're a 


on Model's Martin Kane 


Of the 277,136 lines of advertis- 
ing carried in the surveyed news- 
paper, 154,636 were local ads, 72,- 
807 were national, 46,492 were 
classified, and 3,201 were office 
ads, run by the newspaper itself. 

The paper contained 348 adver- 
tisements of 70 lines and more. Of 
these, 154 were national and 194 
local. Fifty-nine of the 348 ads 
were in color—55 national and 
four local. 

The list of ten r.o.p. national 
ads scoring highest with men was 
topped by a 688-line display for 
Burger beer in the sports section. 
Employing a minimum of copy, 
the layout featured an action photo 
of a football game and a drawing 
of the product. It stopped 30% of 
the men. 


e Tops on the women’s list at 30% 
was a 310-line illustrated layout 
for WLW-T television programs 
on Page 45 of the main news sec- 
tion. It tied for fourth and fifth 
positions on the men’s list at 19% 

Tied for second and third posi- 
tions on both lists was a full-page 
ad on Page 33 of the main news 
section for General Electric tele- 
vision Institutional in tone, 
but embodying a sales message, 
this unillustrated ad scored 23% 
among men and 24% among wo- 
men. 

Tied with this ad on the men’s 
list was a 1,200-line display for 
Buick automobiles on Page 42 of 
the main news section. An _ in- 
stitutional type of advertisement, 
placed by an anonymous group of 
advertisers and proclaiming the 
advantages of a free economy in 
Anierica, tied for fourth and fifth 
positions on the men’s list at 19% 
and tied for second and third 
places on the women’s list at 24%. 


sets 


e Of the 194 local ads of 70 lines 
and over, 170 were in the 112 
r.0.p. pages. Department store 
advertising dominated the men’s 
and women's lists of top-ranking 
r. 0. p. local ads. Six of the ten on 


the men’s list were for department 
stores, were eight of the ten 
on the women’s list 

A clothing store advertisement 
topped the women’s list at 67%. It 
was a 1,836-line display on wo- 
men’s wearing apparel for Kline's 
store on Page 3 of the main news 
section, A 2,184-line display of 
television for Rollman’'s de- 
partment store on Page 5 of the 
main news section topped the 
men’s list at 36%. 

Of the 154 national ads of 70 
lines and over, 106 were in the 
Sunday supplements. Nine of the 
ten ads on the men’s list were in 
color, as were ten of the 11 making 
up the women’s list. The latter 
contained 11 as a result of tie 
scores for tenth place. 


as 


sets 


es Topping the men’s list at 43% 


drew good scores, as did various 
features 

The survey constitutes Sunday 
Study No. 3 of the Continuing 
Study of Newspaper Reading con- 
ducted the Advertising Re- 
search Foundation in cooperation 
with the Bureau of Advertising of 
the American Newspaper Pub- 
lishers Assn. The last previous 
Sunday study was in 1946. 


by 


Kenney Given Absence Leave 

Robert P. Kenney, chemical 
sales manager of B. F. Goodrich 
Chemical Co., Cleveland, has been 
granted a leave of absence to join 
the National Production Authority, 
Washington. His new position will 
entail the organization of a new 
unit within the plastics section 
of NPA to establish and direct 
certain plastic materials controls 


} and distribution 


| Fairall Agency Names Two 


was a four-color full-page display} 


for the U.S. Air Force & Army Re- 
cruiting Service on Page 38 of 
This Week Magazine. A full-page 
four-color ad for Super Kem- 
Tone and Kem-Glo on Page 23 of 
the same supplement topped the 
women’s list at 53%. 

Only 24 of the 194 local ads were 
in a supplement—the Pictorial 
Enquirer. The men’s list was 
topped at 29% by a display for 
Shillito’s department store base- 
ment which featured men’s sport 
shirts and slacks. Topping the wo- 
men’s list at 67% was a full-page 
four-color layout for Shillito’s 
main featuring matching 
skirts and sweaters. 

The highest ranking comics fea- 
ture for men and women readers 
was “Blondie,” which scored 72% 
both for men and for women. 


store 


se Picture layouts in the Pictorial 
Enquirer attracted high attention. 
Substantial were recorded 
for several features in The Ameri- 
can Weekly and This Week. These 
included such regularly appearing 
features as Household Almanac, 
Emily Post’s and Doris Denison’s 
columns in American Weekly. Pic- 


scores 


Fairall & Co., Des Moines agen- 
cy, has named Russell Truppe, 
formerly advertising and promo- 
tion manager for Luthe Hardware 


Co., as an account executive 
Wayne Messerly, formerly farm 
editor of the Messenger, Fort 


Dodge, Ia., 
relations 


has been named public 
director of the agency 


Staley Names Hofmeister 

A. E. Staley Mfg. Co., 
Ill., corn and soybean 
has named John F 
formerly account 

Kane Advertising, 
Ill., and on the staff of R 
H. Donnelley Corp., Chicago, as 
sales promotion assistant in the 
feed sales department 


Decatur, 
pi ocessor, 
Hofmeister, 
executive of 
Bloomington, 


sales 


‘Leader-Post’ Names Two 
Preston W. A 
appointed assistant 
manager of the Leader-Post, 
Regina, Sask. Herbert R. Williams, 
in the advertising department for 
25 years, has been named super- 
visor of classified advertising 


has been 
advertising 


Balmer 


Promotes Richard Steele 
Richard C. Steele has been 
named circulation director and as- 
sistant to the general manager of 
the Telegram and Evening Gazette, 
Worcester, Mass. He was formerly 
assistant business manager 


Langhans to Vance Fawcett 

Joyce Langhans, formerly with 
the Honolulu Star-Bulletin, has 
joined Vance Fawcett Associates, 
Honolulu, advertising and public 
relations concern 


WTHT Advances Cohen 


Alexander Cohen, copywriter, 


has been promoted to the com- 
mercial sales staff of Station 
WTHT, 


Hartford, Conn 


There'll be 
Bigger Dealer 
Sales in 1951 


More than 300 of America’s fore- 
most building product manufac- 
turers are out to make it so with 


more than 370 pages of informa- 
tive advertising in BSN’s record- 
DEALERS’ DIREC- 
jor 


breaking 
TORY 


copy! 


Issue. Watch your 


February 
issue 


BUILDING 
SUPPLY 
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Long-Distance Jerrold TV System 
Starts TV Sales in Small Towns 


LANSFORD, Pa., Feb. 6—Televi- 
sion stations now operating under 
the FCC station freeze are watch- 
ing the amazing success of a com- 
munity aerial project here which 
has brought television reception 
from three Philadelphia stations 
70 miles away into Panther Val- 
ley, heretofore a blank valley 
pocket for such reception. 

Lansford’s newly formed “util- 
ity” has erected an 85’ tower at 
the top of a mountain and stretched 
wires up and down the streets in 
order to pipe reception into homes. 
Some TV station operators see the 
distinct possibility that they can 
more than double their reception 
areas, bringing television into 
completely new areas affected by 
the freeze. 

Similar “utilities” 
up in Mahoney City, Pa.; Astoria, 
Ore., and Bellingham, Wash., cities 
located more than 100 and up to 
125 miles from nearest stations. 
That is twice the usual maximum 
distance for television signal re- 
ception. 


have sprung 


e For television and appliance 
dealers, these community systems 
have opened up new consumer out- 
lets which may quickly drain the 
already short supply of receivers. 
Just a few months ago, dealers 
here had given up the idea of 
opening television departments. 
Today, they can sell almost all 
they can get. 

Milton Shapp, president of Jer- 
rold Electronics Corp., Philadel- 
phia, currently the sole producer 
and installer of these community 
aerial systems, estimates that if 
materials are available each sta- 
tion can more than double its cov- 
erage. 

He told ADVERTISING AGE that it 
is distinctly possible to set up a 
system for reception as much as 
250 miles away from a sending 
station, and by amplifiers and Jer- 
.old boosters to bring reception to 
thousands of homes in those areas. 


es Actually, he pointed out, each 
one of these new syndicates or 
utilities set up, such as that in 
Lansford, comprises almost a com- 
pletely new station. 

“Perhaps this is not the answer 


1951 


} 
, - 
to the freeze,” he said, “but it is| 
the closest to it.” | 

Requests for systems and in-| 

formation have been pouring into 
Mr. Shapp’s offices since the suc- 
cess of this venture was first re-| 
vealed. Most requests are coming | 
from quickly formed dealer groups 
who see a rosy future for both | 
television and appliance sales. 
e At present Jerrold Electronics 
has sufficient material to set up 
150 large community installations, | 
averaging about 25,000 receiver | 
outiets each. Cost of the installa-| 
tions vary by size. Panther Valley 
Television Co., headed by George | 
Bright, owner of a local depart-| 
ment store, required an invest-| 
ment of about $30,000. Installa-| 
tion to receive one TV station sig- 
nal here is $100, and $25 for each| 
additional signal. After installation, | 
a service charge of $3 is made! 
for the first signal and $1.50 for 
each additional one, per month. 

The original syndicate will get 
back its investment within six) 
months. After that, aside from | 
maintenance, all income will be| 
profit. 

TV set owners are hooked up 
with the aerials by an intricate 
system of wiring stretched down 
from the high tower on a nearby | 
mountain. Antennas on the tower | 
pick up the signals, send them into} 
an amplifier which boosts the sig- | 
nals 500 times. Along the cables! 
leading into Lansford are a series| 
of other amplifiers to maintain 
signal strength along the route. 

Sidney Mass, sales manager for | 
Jerrold Electronics, also points 
out that from a local advertising| 
viewpoint an entirely new field) 
may be opened up. 


| the 


s He explains that a distant tele- 
vision station may direct its own 
programs or that of a network into! 
this town, for example. However, 
he says, there is little likelihood 
that Lansford citizens will travel 
into Philadelphia to purchase an 
item advertised over WPTZ, | 
WFIL-TV or WCAU-TV. Conse-| 
quently, except for network com-| 
mercials, Philadelphia commer-| 
cials are wasted. 
However, without revealing too) 
| 


GET FACTS NOW ON THE WELN AUDIENCE PROFILE SURVEY | 


survey families earn $5,000 to $10,000 
survey families earn more than $10,000 


yy in survey families are college graduates 


90% of survey house dwellers are home owners. 


FACTS PROVE that 


SEND FOR YOUR WFLN 
AUDIENCE PROFILE 
STUDY NOW .. 


Pinpoint your select market advertising in 
Philadelphia to the power-packed audience 
covered by Philadelphia's FIRST station for 
fine music and news. Pulse count (July 1950) 
estimates 90,000 listeners. Program Guide 
sales show increase of 40% since July 1. 
Survey respondents report 22.5 hrs. average 
weekly listening time. Survey audience facts 
now available on Banking, insurance, Auto- 
motive, Vacation, Travel, Retail Buying, etc. 


Complete focts 
on 46.6 re- 
turn from 3776 
moiled 71-ques- 
tion question- 
naires. 
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GET FACTS NOW ON THE WEEN AUDIENCE PROFILE SURVEY 


20,000 
WaTTs 


| 


aad 


DEPT B 


PHILADELPHIA 29 


| time 


| its plants directly, 


i 
"4 
° 
‘ 
i 
é 
e 
4 
4 


NEW TV COMMUNITY —This 85° tower in 
Lonsford, Pa., brings in TV stations 70 


miles away, opening up a “frozen” area 
for TV sales and service. 
many details, he said it will be 


possible in the near future by sig- 
nal to break into a station’s com- 
mercial time and from a local con- 
trol room substitute Lansford 
commercial. 

“This opens terrific possibilities 
for giving community stores an 
opportunity to advertise on tele- 
vision at a low rate, and also may 
help lower the cost of commercial 
for Philadelphia advertisers 
who are paying as much as $200 
for a spot,” he said. 


a 


@ The lower cost can be arranged 
by a special commercial deal with 
Philadelphia stations whose 
commercials are eliminated for a 
local advertiser. Such savings 
might very well be passed back to 
Philadelphia advertisers, who are 
not generally interested in Lans- 
ford coverage and will agree to 
such a cut-in. 

Jerrold, which has been selling 
also is working 
distributors. The 
community systems are 


through Philco 
same 


| being sold to hotels and apartment 


houses (originally they were de- 


| signed for apartment purposes to 


overcome management 
to unsightly antennas). 

The only problem currently is 
the possibility of materials short- 
ages. At least for six months Jerr- 


objection 


old can supply the systems. 
Eventually the cost of installation 
will be lowered and _ substitute 
materials developed. 


Two Join ‘Better Living’ 
Thomas B. Lang, formerly Chi- 

cago manager of Rhode-Johns Inc., 

and Michael Kelly, formerly Chi- 


| cago representative for the New 
| York Times, have joined the sales 
staff of Better Living. Mr. Lang 


will work in the New York office 


| and Mr. Kelly in Chicago. 


Turner to Campbell-Mithun 
Ernest W. Turner, formerly a 
partner of Spielman, Taylor & 


Turner, Los Angeles art studio, has | 
di- | 
rector and head of the art depart-| 


been appointed executive art 
ment of the Minneapolis office of 
Campbell-Mithun. He = succeeds 
Ben Larson, who has resigned 


Drewrys Names Fairbairn 
Leslie D. Fairbairn, with Max- 
on Inc. for the past 16 years, has 
been named advertising manager 
of Drewrys Ltd. U.S.A. Inc 


Bend, ind., brewer of Drewrys’ 
beer and ale. 
Ellis Elects Pohl V. P. 


Edward C. Pohl, account execu- 
tive of Ellis Advertising Co., Buf- 
falo, N. Y., has been elected a vice- 
president of the agency. 


. South | 
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| ‘National Nielsen Ratings of Top Radio Shows 
Week of Dec. 17-23 
| All tigures copyright by A. C. Nielsen Co. 


Current Previous Homes Current Points 
Rank Rank Programs (000) Rating Change 
EVENING, ONCE-A-WEEK (AVERAGE FOR ALL PROGRAMS) (3,704 (9.1) (0.4) 
} 3 1 — Lux Radio Theater (CBS, Lever Bros.) 8.221 20.2 —11 
2 2 Jack Benny Show (CBS, Lucky Strike) 7.855 19.3 —0.7 
3 + Charlie McCarthy Show (CBS, Coca-Cola) 7.163 176 +08 
4 3 Walter Winchell (ABC, Richard Hudnut) 6,512 16.0 —19 
5 5 Godfrey's Talent Scouts (CBS, Lever Bros.) 64 15.8 —0.9 
6 7 Amos ‘n’ Andy (CBS. Lever Bros.) 6.390 15.7 —02 
7 4 Red Skelton (CBS. P&G) 6,064 ug +02 
8 6 My Friend Irma (CBS, Lever Bros.) 5,942 46 —16 
| “ 35 Our Miss Brooks (CBS, Colgate-Paimolive) 5,698 140 +30 
10 16 Fibber McGee and Molly (NBC, Pet Milk) 5.657 13.9 +06 
— MULTI-WEEKLY (AVERAGE FOR ALL PROGRAMS) (2,279) (5.6) (0.1) 
Beulah (CBS, P&G) 4.803 118 —0.3 
2 Oxydo! Show (CBS, P&G) 3.826 94 —0.7 
3 4 Edward R. Murrow (CBS, American Oi!) 3,704 91 +01 
| WEEKDAY (AVERAGE FOR ALL PROGRAMS) (2,239) (5.5) (~0.3) 
| 1 1 Arthur Godfrey (CBS, Ligg. & Myers) 44% 10.9 +01 
2 2 Romance of Helen Trent (CBS. Whitehall) 4,192 10.3 +06 
3 3 Our Gal, Sunday (CBS, Whitehall) 4.029 99 +03 
4 5 Wendy Warren (CBS. General Foods) 4.029 99 +06 
| 5 7 Arthur Godfrey (CBS, Nabisco) 3.744 92 +04 
| 6 6 Ma Perkins (CBS, P&G) 3.622 89 —03 
| 7 8 Big Sister (CBS, P&G) . 3,582 8.8 +03 
| 8 13 Rosemary (CBS, P&G) 3.500 8.6 +06 
| 9 9 Aunt Jenny (CBS. Lever Bros.) 3,460 85 +01 
10 12 Arthur Godfrey (CBS, Pillsbury) 3,419 84 +02 
DAY, SUNDAY (AVERAGE FOR ALL PROGRAMS) (1,343) (3.3) (0.2) 
1 1 True Detective Mysteries (MBS, Williamson) 3.663 9.0 —0.3 
2 3 Martin Kane, Private Eye (MBS. U. S. Tobacco) 2.768 6.8 —06 
3 ll Quiz Kids (NBC, Miles) 2,442 6.0 +24 
DAY, SATURDAY (AVERAGE FOR ALL PROGRAMS) (1,954) (4.8) (1.0) 
1 1 Armstrong Theater (CBS) . 2.890 71 —2.1 
2 2 Stars Over Hollywood (CBS, Armour) 2,727 6.7 —22 
3 5 Junior Miss (CBS, Lever Bros.) .. . 2,483 61 —10 
. 
Pulse Inc. Network TV Ratings 

| Jan, 2-8, 1951 

Birmingham, Boston, Buffalo, Chicago, Cincinnati, Cleveland, Colum- 


bus, Dayton, Los Angeles, New York, Philadelphia, San Franc 
Louis, Washington 
EVENING ONCE-A-WEEK 


isco, S& 


MULTI-WEEKLY 


Texaco Star Theater (NBC) -«+»-44.8 Cactus Jim (Co-op, NBC) 19. 
Godfrey's Talent Scouts (Lipton, CBS) 32.6 Howdy Doody (Several Sponsors, NBC) 17. 

w of Shows (Several sponsors, NBC) 31.9 Camel News Caravan (NBC) 15. 
Toast of the Town (Lincoln-Mercury, CBS) 31.6 Kubia, Fran & Ollie (Ford Sealtest, 

Comedy Hour—Abbott & Costello RCA. NBC) 14. 
ma, 4] L Beshore 31.1 Perry Como (Chesterfield, NBC) it 
Pobet CBS). a 29.7| Kate Smith Show (Several sponsors, NBC) . 11. 
Firesue Theater (P&G. NBC) 29.4| CBS-TV News (Oldsmobile) oy 
Philco Playhouse (NBC) 28.8 | Mohawk Showroom (NBC) ‘cn 
The Goldbergs (Sanka, CBS) 27.3 | Captain Video (Johnson candy, DuMont) og 
Hopalong Cassidy (General Foods, NBC) 27.2 | Little Show (Van Camp, NBC) . ; 10.4 

- — — —— 4 


GF Appoints Simpson Manager 


General Foods has named Wil- 
liam E. Simpson manager of Gen- 
eral Seafoods Ltd., Halifax, N. S., 
succeeding the late Thomas R 
Clouston. A former plant manager, 
Mr. Simpson was recently on loan 
to the Venezuela Basic Economy 
Corp. fisheries. 


ae ea? 
HING - FILLING: WN 
MIMEOGRAPHING 


‘THE LETTER SHOP, Inc. 


431 6. Dearborn &., Chicage 5. IMinois 


PEORIA JOURNAL STAR 
PULLING POWER 


Retailer-Tested 
Every Monday 
for 114 Y ears! 


One to three pages of cou- 
pons EVERY WEEK for 
598 weeks and still 
growing. Peoria 
Retailers say— “Amazing 
. “Sold out”. . . 
“They swamped us” 


ANA 


\\\\\ \\ 
\ it Ih 


results” 


NO WONDER 
| top flight agency ex- 
ecutives in Sales Man- 
agement's surveys AL- 
WAYS select PEORIA 
as a leading Test City. 


Metro. Peoria Population 
Now |, Million 
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Packaged goods or big units, it gets 


the volume you want— 


You CAN SELL more retailers and 
more volume per retailer when 
your brand is one their custom- 
ers want to buy. To get retailers 
to take on your brand—and to 
keep it— your advertising should 
be planned and used to build a 
consumer franchise. It should 
deliver consumers at the store 
with an active preference for 
your brand. 

Token advertising is not 
enough. To impress retailers 
your advertising must impress 
their customers. It must win an 
important share of the day-to- 


day buying by consumers in the 


face of competitive promotion. 
The Chicago Tribune has worked 
out a procedure that answers the 
need of manufacturers to base 
their production and selling on ac- 
tual conditions at the retail level. 
It is tied into the retailer's 
need for greater volume and his 
increasing attention to self serv- 
ice and simplified inventories. 
Because it is in line with their 
thinking, the plan has the active 
support of retailers. It earns 
better store displays and shelf 
position. It gets greater effi- 
ciency from the work of your 


sales staff. It involves no special 


deals or discounts or prices. 

While the plan is geared in 
Chicago to the Chicago situation 
it can be used in any market. [t 
applies to big units as well as to 
packaged goods. It is designed to 
get immediate sales volume. It 
can build the strong brand posi- 
tion on which you can rely for 
expansion. 

Here is the kind of a program 
that makes sense today. It is 
proved. Others have used it. You 
can put it to work for you. A 
Tribune representative will be 
glad to talk to you. Why not ask 


him to eall? 


icago Uribune 


THE WORLD'S GREATEST NEWSPAPER 


Chicago 


New York City 
A.W. Dreier EP. Struhsacker = W. E. Bates 


1333 Tribune Tower 220 EB. 42nd St 


CHICAGO TRIBUNE REPRESENTATIVES: 


Detroit San Francisco 


Penobscot Bldg 155 Montgomery St 


Fitzpatrick A Chamberlio 


Los Angeles 
Fitzpatrick & Chamberlin 
1127 Wilshire Bivd 


MEMBER. FIRST 3 MARKETS GROUP AND METROPOLITAN SUNDAY NEWSPAPERS, INC. 
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